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DASHING FREEMAN 
ALLIGATOR 


‘ay 527 
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SHOE FAIR’S BLUE RIBBON ® AWARD 


This style award winner will be featured in Esquire's oa re issue (out ae" 
15). Available in Gray (style 673) and Geows (style 674). ——. 
with Alligator trim. Also made in Plain Toe models. a new Fall oe 


Men's styles are set for Fall and Winter right now. The venience. The Freeman representative in your territory 
Freeman Catalog is off the press and a copy marked for _will welcome an opportunity to show you Freeman Shoes 
you will be sent on request. Be “Style Right” this season _and tell you how the Freeman program makes the mer- 
by featuring Freeman Styles that set the styles. Let us chandising of men’s fine shoes both pleasant and profitable 
schedule an appointment with you at your earliest con- ~ for you. 


Write for new Fall Catalog today! 


Freeman Shoe Corp., Beloit, Wisconsin 


FREEMAN SHOES 


WORN WITH PRIDE BY MILLIONS 
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WHAT is clean advertising? 
“No more nor less than clean per- 
sonal conduct. What a normal, 
well-balanced man wouldn’t think 
it right to do personally, in a 
face-to-face transaction, should noi 
be done through the medium of 
an advertisement.” 

That’s what was said by the 
Christian Science Monitor twenty- 
five years ago in a full-page edi- 
torial. It was reiterated at the 
Convention of the Advertising Fed- 
eration of America. 

It’s good sense as well as good 
morals. 





S688 OYS, this Line is a Natural!” 
says Elkan Myers and the salesmen 
proceed to say it with a broadside, 
signed by each of them as follows: 

“We, the undersigned, want to 
go on record as saying just that 
. . . ‘When the Boss says “It’s a 
Natural” .. . IT IS A NATURAL!’ 

“We've been selling MYERS 
shoes for many a year. We've seen 
fashions come and go. We've seen 
numbers that turned over so fast, 
you couldn’t keep them on the 


boot and Shoe Kecotde 


VOICE of the TRADE 


shelf. And we've seen a few of 
the other kind, too. But we've 
never seen the time when Elkan 
Myers couldn’t size up the turnover 
and profit possibilities of a new 
line of shoes.” 


* % * 


*¢§| FIGURE shoes are made on a 
competitive basis. They are all 
good. So our only hope is to sell 
the shoes right and for the purpose 
for which they were intended,” be- 
lieves C. W. Hughes of Chehalis, 
Wash. 

“We in the small towns get lots 
of pleasure out of doing little 
things for our customers. There are 
many suggestions which we make 
to them, which help them solve 


‘ their shoe and foot health prob- 


lems. People appreciate good fit- 
ting service. With many folks hav- 
ing long, narrow feet, our being 
able to fit them properly in both 


LONG AN NARROW 


style and corrective shoes has 
helped us to grow fast during our 
first year in business. So far, the 
usual small town problem of clean- 
ing up the odd pairs of style shoes 
has not affected us for we have 
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cleaned up everything without any 
loss. Perhaps the fact that there 
are only two of us in the store, and 
we know the stock and the trade 
pretty well has considerable to do 
with that, too.” 
* * * 
MIAY we ask for a national dis- 
cussion as to whether or no we 
should change the last line in 
our children’s shoe poster: “A 
PLEDGE OF SERVICE—Growing 
feet deserve proper fitting. This 
store pledges . . . That every pair 
of children’s shoes we sell will 
be carefully fitted by a competent 
shoe fitter. Children in the ages 








of vigorous growth may show in- 
creases in foot-length of a full size 
in a six months’ period. Shoes 
sold over the counter, without 
proper fitting, may cripple or in- 
jure the feet of growing Americans. 
THEREFORE, in this store, we 
prohibit the sale of children’s shoes 
without fitting service.” 

L. F. Tuffly, president of the 
National Shoe Retailers Associa- 
tion, writes to us again as follows: 
“Probably my subscribing to a 
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pledge places me under an obli- 
gation which I recognize more 
binding than does the average re- 
tailer; and so, for that reason, I 
still cannot agree with the pledge 
in which the word ‘prohibit’ is 
used. It is my experience that too 
many exceptions to a rule will soon 
break down the rule and have it 
entirely disregarded, and I would 
rather take my chances on dis- 
couraging, instead of prohibiting, 
the sale of children’s shoes without 
fitting service.” 

The subject is of supreme im- 
portance! Now the controversy is 
—shall it be the word PROHIBIT 
or DISCOURAGE. For on that 
word rests the future of the pledge. 
Our theoretical belief is that self- 
fitting of shoes must cease and 
practical, professional fitting must 
take its place. No doctor prescribes 
for a patient over the telephone. 
No shoe man can fit the growing 
foot without having the foot be- 
fore him on the fitting stool. 

There may be practical reasons 
why the customer cannot bring the 
child to the store and it may not 
be convenient for the store to be 
brought to the child, or at least 
economic for the clerk to go to 
the child’s home. 

We don’t like to see a pledge 
signed and posted that doesn’t mean 
what it says. Perhaps all commer- 
cial transactions are compromises 
anyway; and that after a year or 
so of intensive publicity and propa- 
ganda, we might arrive at the ulti- 
mate goal of prohibiting. 

The subject, ladies and gentle- 
men, is entirely in your hands. Will 
you vote vigorously on it? We 
would like a show of fitting stool 
hands at this time. 








AS head of the Retail Trade 
Board of the Santa Barbara 


(Calif.) Chamber of Commerce, 
Michel Levy, retail shoe merchant, 
received a most unusual request 
from the City Council. He states 
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—In 1932, period of depression low, 
national money income was 39.5 
billions of dollars. 

—In 1935, income had risen to 53 
billions. 

—And it has been conservatively 
estimated that a further increase 
of 10% will occur during the 
present year. 

—All of which means a marked in- 
crease of purchasing power, and, 
as a natural concomitant, a more 
rapid dollar turn-over. 

—As income rises, dollars revolve 
faster; and prosperity depends 
upon the degree of dollar move- 
ment. 

—There are many definite evidences 
of a wider distribution of purchas- 
ing power. 

—More money spread out among 
more people is the best possible 
lubricant for the wheels of in- 


dustry. 


Secs GToRe. 


President 





that the Council finds it has no 
funds from which to appropriate 
a dollar a week for corn meal to 
slicken an asphalt street for a 
series of dances. An appeal was 
therefore made to the shoe retailers 
for the money, figuring the wear 
and tear on shoe leather would 
more than return their investment. 


* * * 


6H OR one, I just do not like 
this current trend of the manu- 
facturers telling us retailers the 
price at which we must sell their 
product,” voiced A. C. Hardy of 
Santa Barbara, Calif. “It is hard 
to sell shoes in these small cities 
at close prices where we don’t have 
a chance of getting a big turn- 
over. We must have a sufficient 
mark-up to compensate us for the 
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individualized service which we 
must give our customers. It does 
seem that most of the manufac- 
turers’ established retail prices are 
based on what large city stores that 
do a volume business find as a 
satisfactory mark-up.” 

* & * 
S6BREGARDLESS of this being 
the hottest and driest season in 
years, business. is better than last 
year, not only in pairage, but in 
the quality of shoes being readily 
bought by our customers,” is the 
encouraging report of Isador Lie- 
breich, Jr., shoe buyer for the Sig 
Hass & Sons men’s wear store in 


Monroe, La. 


* * * 


MRS. DAY'S IDEAL BABY 
SHOE COMPANY is sending shoes 
to Japan and its agent in Tokio 
writes that the Japanese mothers’ 
magazine (corresponding to the 
Ladies’ Home Journal here) has 
just interviewed her and has photo- 
graphed the feet of Japanese babies 
wearing Mrs. Day’s Ideal Baby 
Shoe Company shoes. 


* * * 





B. LEWIS POSEN, publicity di- 
rector of Hochschild Kohn & Com- 
pany of Baltimore, Md., says: 

“I know of an advertising man 
who has hung just over his head 
on the wall, a framed sign which 
reads ‘Anyone who claims miracles 
from advertising is a fakir—any- 
one who expects them is a fool.’ 
Harsh words these, but full of 
solid common sense! ~ 

“Too many retailers and their 
advertising men expect advertising 
to make up for all the mistakes 
made in other branches of the 
store’s operation. How can we say 
we select items for advertising, if 
our promotional program consists 
wholly of featuring items that rep- 
resent opportunity purchases, or 
items that our competitor adver- 
tised last night, or the brain storm 
someone had two days ago? All 
these are necessary and have their 























rightful place in any promotional 
scheme. 

“But any program consisting of 
nothing but such shots-in-the-arm 
can’t possibly have any direction, 
or build any consistent, lasting im- 
pression of a steady, sound busi- 
ness in the mind of Mrs. John Q. 
Public. Therefore, I set down as 
my first fundamental for the selec- 
tion of the right item SOME SORT 
OF A PLAN for continuous ad- 


vertising.” 





SOME seventy-five employees of 
Krupp & Tuffly received bonuses 
in July totaling $3,500. L. F. 
Tuffly said: 

“We want our employees to know 
that we appreciate their loyalty 
during the years when business 
was bad. When it became neces- 
sary to make three reductions in 
salaries, they accepted the loss 
graciously. 

“We have partially restored these 
cuts,” Mr. Tuffly said, “and this 
bonus is another step in the restor- 
ation. In Monday’s sale the store 
reached an all-time high in num- 
bers of pairs of shoes sold in one 
day, and sales for this year are 
12 per cent ahead of last year, 
which is a firm indication of the 
increased purchasing power.” 

* 


* * 





EN speaking about national co- 
operative advertising, M. F. Cronk- 
hite of the Turrell Shoe Co., Seat- 
tle, said: 

“I believe cooperative advertis- 
ing is very important, especially 
when the program is planned out 
by the advertiser and the entire 
country is hitting on certain types 
of shoes at one and the same time. 
We have had much better results 
in following out programs planned 
by the manufacturers than in the 
usual hit-or-miss methods. 


* * 


WILLIAM H. McLEON, chair- 


man of the Sales Promotion Divi- 





* 
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sion and sales manager of Wm. 
Filene’s Sons Co., says: 

“We have a fine problem that 
has grown up since 1929 as to 
what to do with our young people. 
Time was when we could count 
on two or three marriages a year 
to make room for the bright young 
shoots sprouting up. Now, if they 
do get married, they take their 
honeymoon when you're not look- 
ing and are back to work, again 
before you know it.” 


* * a 


“COLLECTIONS are the best 
they have been in several years,” 
finds Melville Kaufmann of Som- 
mer & Kaufmann, San Francisco. 
“There is more money in people’s 
pockets and their credit standing 
is much better. A very definite 
sign of business improvement is 
the increase of 14 per cent in col- 
lections over the past year.” 


* * * 


HRENRY H. HEIMANN, execu- 
tive manager of the National Asso- 
ciation of Credit Men, says: 

“When installment sales — are 
spread over so long a period of 
time, they are based on an assump- 
tion that for a considerable period 
in the future there will be no 
change in the wage earner’s pur- 
chasing power. 

“From experience we know that 
diminishing wage earner purchas- 
ing power often results as condi- 
tions improve, because too many 
consumers are not able to resist 
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high-pressure methods and shortly 
find their weekly wage almost en- 
tirely mortgaged for a consider- 
able period in advance. Then if a 
set-back occurs, business is backed 
up more than normally because a 
wave of repossession occurs.” 


* * * 


GAUNTLET oxfords are new 
here. The fronts of them come up 
over the instep like the gauntlet on 
a glove comes up over the wrists. 
They’re the highest fronted oxford 
yet. They fasten on with a high 
riding strap. 

Some are made over round toe 
and some over square toe lasts. 
Heels on them range up to 22/8. 
Fronts fit so high up over the in- 
step that special lasts have to be 
used for making these new gaunt- 
let oxfords. 


* * * 


BFR OBERT L. JOHNSON, vice- 
president of Time, Inc., says: 

“I want to make it very clear 
that I think every man should al- 
ways consider himself a student 
and should spend a certain amount 
of time every month in learning 
more about his business, sales and 
merchandising problems in gen- 
eral. If a man isn’t smart enough 
and isn’t enough interested in mak- 
ing progress to read at least a 
hundred good articles on business 
each year, he isn’t, in my opinion, 
worth a half a cent a mile trav- 
eling money.” 





‘GRAHAM 
HUNTER” 






Shoe Clerk:—"Boy! Wouldn't | like to meet that 5'/AAA blonde over by that 


brunette." 
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THE NEXT 
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STEP FORWARD-— 


Address by Editor Arthur D. Anderson Before 
the Foot Section of the American Osteopathic 
Association, Pointing the Way to Greater 
Opportunity for Shoe Stores to Serve and for 
Professional Men to Cooperate 


EF I preface my talk with a personal experience at 
Henry Ford’s Greenfield Village, I trust it will be 
pertinent to the subject; and if I use Mr. Ford as an 
example, I sincerely trust that he will not take it amiss, 
for it is only done with the ultimate good of the public 
in mind. 

A few weeks ago I visited Greenfield Village, a short 
distance out of Detroit and saw that amazing museum 
which “shows our mechanical and social culture 
in a series of evolutionary movements from the simple 
to the composite and from the composite to the com- 
plex.” As some one else has put it: “In the midst of 
a world somewhat confused as to social values in the 
plethora of political nostrums, a few hours spent in 





this environment is a wholesome and fruthful experi- 
ence.” 
Among the exhibits shown at Greenfield Village is a 
unique little shoe shop built in 1828 at East Haverhill, 
Mass., on the banks of the Merrimac. That little shop 
was transported to Greenfield Village where today 
you may see Frank Zarembevu, an old-time shoemaker 
plying his trade with old-time methods. The little ten 
foot shoe shop is in daily operation and the tools and 
equipment used are as of 1828. Several hours spent 
there, reveal the fact that there are many arts lost, 
never to return, because life has been speeded up. 
But no more of reminiscence. A pair of dancing 
shoes that the shoemaker was making for Henry Ford 
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INDIVIDUAL SHOE 


were on the bench. Examining them closely, I dis- 
covered one shoe considerably larger than the other. 
The shoemaker showed me the wooden lasts. One was 
an 8 B and the other an 814 D. The plain toe, plugged 
throat dancing oxfords were the last word in hand- 
shoemaking. Few, if any, kings have a shoemaker of 
their own. So the kindly old shoemaker fills out his 
day and week the year round with the making of shoes 
for the children at Greenfield Village. 

At least Mr. Ford has achieved foot comfort through 
handcraft. He, the greatest exponent of the age of 
machinery, finds that after all, his feet are individual. 
You well remember the time when R. H. Fyfe, the 
veteran shoe merchant of Detroit, asked Mr. Ford how 
the Ford method of operation could be put into the 
shoe business and~Mr. Ford answered him with the 
question: “What’s the average size man’s shoe?” Mr. 
Fyfe replied: “8 C.” Mr. Ford then said: “Then. make 
only 8 C’s.” 


BBUT let’s get back to the shoemaker in the little ten 


foot shop. He drew from under the shoe maker’s bench 
a box of shoes. Some 30 pairs of shoes of Mr. Ford’s 
wearing were in there, dating back at least a quarter 
of a century. The shoes were typical of the times in 
styles, patterns and materials. They bore the names 
of many shoe stores, for he was ever a meticulous 
dresser. But the shoes showed attempts on the part 
of the shoe fitter to reconcile in one pair of shoes an 
8 B foot and an 84% D foot. As a result, very few of 
the shoes were worn any length of time. It must have 
been a problem for Mr. Ford, over the years, to get 
properly fitted shoes. 

Which brings us up to the title of my talk—Co- 
operation Between the Osteopath and the Retail Shoe 
Merchant in the Public Interest. There are thousands 
and thousands of people with mis-mated feet. If we 
might give a truism—there is more diversity to feet 
than there is to faces and we certainly know that few 
faces are absolutely alike. 

We make shoes by machinery in identical pairs, to 
fit these individualized feet—ranging all the way from 
the mis-mates of Henry Ford to the six toes on a foot, 
which occasionally appear in mankind. The osteopath 
endeavors to bring proper equilibrium and balance to 
the human body. The shoe man endeavors to give a 
foundation to that body, so that walking is possible, 
pleasurable and comfortable. 

What can the two fields of service, one professional 
and the other commercial, do to individualize human 
[TURN NTO PAGE 48, PLEASE] 









“One thing we've got more than 
the rest of the world is FUTURE.” 
Henry Ford 





SERVICE 











The 
ACCESSORY 


A reaction against color in bags 
and gloves is setting in, but the 
progressives will continue to fea- 
ture color, while neutrals come 
into the picture as a third party 





WHAT'S the situation on colored accessories 
this Fall? Well, we wish we could give you a 
clean cut answer to that question, but the truth 
is that authorities disagree so violently on this 
point, that there is no one, ready-made formula. 

There are, in fact, three schools of thought 
on the question. 

First, come the reactionaries who say that 
color was violently overdone this Spring and 
believe the whole business is too tricky to monkey 
with. They will choose black and brown for 
bags and shoes and let their accessory tie-ups 


offers a good %° at that. These people will take no chances 


opportunity for ensembling with on mark-downs, but they are bound to lose 
bags or gloves. In this shoe the l 
saddle is tan suede on navy or **€S- 


brown calf, with the built-up leather We don’t agree with their stand. This whole 
heel echoing the russet tone ‘ . A ‘ 

color movement is too stimulating to business 

to let things slip back into the old rut, just 


because the problem of color selection is getting 
more difficult. 

The second school takes the stand that neu- 
trals are the best bet for bags, gloves and stock- 
ings. Beige and gray are their candidates, in 
addition to black and brown. One very impor- 
tant bag manufacturer, whose influence is strong, 
will feature a deep soft beige in hand-bags. Out 
on the coast, gray is important both for bags 
and gloves (and also for shoes). 








Initials are styled in novel ways, as illustrated by 
these Monocraft initials in black grosgrain to repeat 
the grosgrain handles on this squared-off bag. 


* 


(i_w" 


* 




















CAMPAIGN 
for FALL 


by 
RUTH HARRINGTON 


































There is a sound reason behind this theory 
and it’s this: The smartest ready-to-wear and 
millinery makers have waked up to the fact 
that accessory business was stealing the show. 
In the high-style collections, unusual color com- 
binations are often introduced into the costume 
itself, making it no longer possible for the cos- 
tume to become a mere background for the 
exploitation of several, interchangeable acces- 


sory sets. 
Take this Fall suit, for instance, that we saw ‘id a 
. ojter, ressmaker treatments 
the other day—royal blue jacket and black are important in Fall handbags. 
skirt worn with a black hat with a touch of blue. if pe a is —— — 
ae = ilk stitc i f 
What would you wear with it? Nothing, surely, rw pve. pn finishe E tyes 
but black or neutral accessories because the the Jewel slide, a slender new 
color focus is in the outfit itself. In cases like Zipper. 


this, beige or gray accessories are practical and 
yet provide stimulation to extra sales. The 
theory of neutral accessories, in such cases we 
say, has merit. 

To proceed to the third school of thought. 
These are the people who have the courage to 
see that colored accessories, carefully selected 
and thoughtfully sold, will fit perfectly into the 
Fall costume program. They realize that, with 
[TURN TO PAGE 44, PLEASE] 







The tunics and peplums that appear in 
clothes are reflected in gloves. This Aris 
model, in suede piped with patent, also fea- 
tures the high note of gold ornaments in its 
button fastening. 













For tailored bags, heavy saddle stitching is important. 
This brown suede bag from Lewis Purses also em- 
phasizes the general significance of handle treatments. 
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Photograph at the right shows modern 


interior of Burch Shoe Co., Eugene, 
pletely although 
former set-up had been in use but six 
years. R s have been more than 
satisfactory, Mr. Burch declares. 


Ore., remodeled com 


Divided window compartments in store front of Broad- 
way Boot Shop, Portland, Ore., afford abundant op- 
portunity for display of special merchandise groups. 
Modern store fronts be planned with effective 
displays as a primary consideration. 












Good Shoes Deserve Good Stores 


THIS week we give you a glimpse of two fine stores 
from way out West; one an exterior view of the Broad- 
way Boot Shop in Portland, Ore.; the other an interior 
of the recently modernized Burch Shoe Co. in the Mc- 
Donald Theater Building at Eugene, Ore. Both are in- 
teresting examples of the trend in present-day shoe 
design. 

Of special interest in connection with the Broadway 
Boot Shop is the arrangement of windows on the side 
street, with divided compartments available for the dis- 
play of special groups of footwear. These compart- 
ments afford space for the promotion of individual 
style groups and serve to focus attention on the par- 
ticular merchandise shown in the display more effec- 
tively than by the use of partitions or dividing screens. 

In Seattle, O. E. Thorp’s new store goes a step 
farther with its six separate show windows. Each win- 


dow is four and a half feet wide and 32 in. deep. Then . 


they are raised thirty inches from the sidewalk, which 
is considered about the right “eye level” for shoe dis- 
plays. Temporary backs to these windows, which may 
be changed often, mean a big difference in initial in- 
vestments and subsequent changes which insure fresh- 
ness in windows at all times. 

Store fronts should be planned for a five to seven- 
year life with the cost pro-rated over a five-year period. 
A greater length of time is dangerous. Conservative 
colors in store fronts and windows have proved to be 
best, for, after all, the front is a frame or background 
for show windows whose reason for existence is the sale 
of shoes and accessories. Shoe retailers are not in 
business to sell color or store fronts, but to sell shoes. 

H. R. Burch, of the Burch Shoe Co., tells the interest- 
ing story of his recent store improvements as follows: 

“We have been in business for the past six years in 

[TURN TO PAGE 42, PLEASE] 
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The accompanying sketches were made especially for Boot 
AND SHoe Recorper by Burke & Kober, architects*in Los 
Angeles, who have specialized in shoe store designing on the 
West Coast for some time. The designs represent modern 
thoughts in many new shoe stores and are given with a view to 
aiding shoe retailers in their remodeling or rebuilding program 
problems. 


I— illustrates the possibilities of recessed bulkheads. This not 
only gives a pleasing modern effect, but has a very practical 
advantage, especially for narrow store fronts, in that it makes 
the front as a whole appear wider and at the same time does 
not decrease the amount of show window space. 

It allows the possibility of curved corners for the masonry 
facing and yet a square corner can be retained for the show 
window glass, without a disturbing effect. Many merchants 
object to the curved glass because of reflection. This allows 
carrying out a curved effect and overcomes this objection. Four 
inches is the most satisfactory recess, so as not to disturb the 


show window lighting. 


2—shows a possible display between fitting areas in any store. 
The nature of the material is dependent, of course, upon the 
architectural treatment of the room. It will be noted that it 
has a curved end so as not to impede circulation of traffic. 
The lower display has a heavy plate glass floor, the glass being 
etched over the whole surface with a reflector underneath the 
glass. An illuminated glass panel is also used as a back for 
this lower display. The upper display has a wood top and may 
be of material to harmonize with the interior treatment. 
This display, with its glass illuminated floor, is not only attrac- 
tive but the shoes at the proper heights for display, 
which makes them easily seen from the fitting areas. 


— illustrates a fitting mirror which has proven interesting in 
design as well as practical. Instead of having the customary 

or metal trim around the mirror, it is supported by two 
metal rods esa can be age in ~ Hr wereng color, = a 
springi m a specially designed lighting unit at the floor, 
wk doses the light at the per place in front of the 
mirror. These fixtures are on th sides of the mirror. 
They have a flashed opal face with a reflector behind, so 
that there is no eee. To avoid having its appearance too 
bulky, the metal can be sand-blasted with lines to har- 
monize with the room treatment. 


4—shows the possibility of an interesting treatment above a 
hosiery section. It has lat customary to furr out the face of 
the walls to the line of the fixture face. This space created 
usually has no value and, if displays are put in, they are 
usually of a rectangular shape. This illustrates an interesting 
curved effect which can be made with a wall-board surface. 
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Against Sert’s famous mural 
“Equilibrium.” Standing: Dr. 
Edgar D. Heist and Dr. H. 
E. Clybourne. Seated: S. J. 
Brouwer, Dr. R. C. Kistler, 
Chairman, Dr. T. L. Northup 


Shoes 


Given 


Better Understanding with Shoe Men the Next Move 
in Program of Foot Section of American Osteopathic 
Association Which Held Recent Meeting at Waldorf 


S6WVE hope for increasing understanding and re- 
ciprocity between shoe men and osteopathic physicians, 
individually and through their organization.” 

The sentiment voiced by Dr. R. C. Kistler, chairman, 
and seconded by Dr. Edgar D. Heist, vice-chairman and 
secretary, was very much in evidence throughout the 
meetings of the Foot Society of the American Osteo- 
pathic Association at their fortieth annual convention 
held at the Waldorf-Astoria Hotel in New York. 

Over 150 osteopathic physicians, men and women, 
from all over the United States and Canada, and also 
from England and Ireland, arrived in New York two 


days early to attend the PRE-Convention session of the 
Foot Society on Saturday, July 18. From 9 o’clock in 
the morning until 10 o’clock at night with scarcely a 
respite (luncheon and dinner being served in the Sert 
Room where the meetings were held) these earnest, en- 
thusiastic professional. people listened to one speaker 
after another, including invited speakers from the shoe 
industry who discussed lasts, and leathers, with ex- 
amples, and showed pictures of the processes of shoe- 
making. Many references to shoes and shoe fitting 
were made by osteopaths who spoke. So much were 
shoes a part of the program that one might almost think 
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it an orthopedic shoe section gathering at our own shoe 
men’s convention. In fact representative shoe men 
played a part in the sessions. 

At the round table meeting on Sunday, and at the 
breakfast, and the four-to-six meeting held Monday to 
Wednesday shoes and shoe fitting were further dis- 
cussed, and shoe men present were given an opportunity 
to “speak out in meeting” whenever they felt that ex- 
planation or information would clarify a question raised 
by the speaker. 

It was very apparent that these men and women are 
sincerely and earnestly desirous of knowing the shoe 
man’s viewpoints and problems, and of having shoe 
men understand and appreciate their angle. They believe 
that the natural trend of the shoe business and of their 
business during the next few years make understanding 
and cooperation a logical, desirable and necessary de- 
velopment. 

The interest centering: about the exhibition booths of 
the several shoe manufacturers showing their lines was 
gratifying. The comments and questions were those of 
persons desirous of learning and understanding the shoe 
makers viewpoint. 

It is interesting to know that a shoe man was partly 





Page 2! 


responsible for the formation of the Foot Society of 
the A. O. A. Eight years ago S. J. Brouwer of Mil- 
waukee attended the convention at Kirksville, to see 
what he could learn at their general meetings that con- 
cerned feet. So impressed was one of the member 
osteopaths that he began discussing the matter with his 
fellow members—and the Foot Society of the A. O. A. 
was the outcome. Today the Foot Society is one of the 
largest groups in the association. 

How closely the problems of the osteopathic physi- 
cian and the shoe fitter coincide was revealed in the ad- 
dresses of various speakers. 

Dr. James A. Stinson, St. Petersburg, Fla., speaking 
on “Mechanical Disorders of the Human Foot” stressed 
the need of fitting shoes with the wearer in a standing 
position, and deplored what he considers a lack of 
properly shaped shoes. 

“Tt is generally recognized,” he said, “that improperly 
designed and poorly fitted shoes constitute the only 
cause of corns, callouses, bunions, and many other foot 
deformities. Shoes should be so designed and fitted that 
they allow for normal foot action. 

“In striving to make a better looking and a better 

[TURN TO PAGE 38, PLEASE] 


New Importance by Osteopaths 


Foot Section, National Osteopathic Association in session in Sert Room, 
Waldorf-Astoria—nine meetings—largely devoted to studies of relationship of 


feet to footwear 
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$10,000,000 Worth of Showmanship—Free 


TEN million dollars worth of window space going to 
waste and nothing seems to be done about it. One of 
the tragedies of the shoe business is “lost opportunities.” 
The average store owner pays 25 per cent of his rent 
for window space and then proceeds to use it like he 
does the shipping room in the back of his store . . . 
fills it all up with shoes—a “clutteration” of all the 
odds and ends that he would like to dispose of. He does 
nothing to make his window say—“Do you want to 
buy?” 

An eminent authority on the subject has said: “With 
certain noteworthy exceptions in big cities, it can be 
truthfully said that shoe windows have a selling power 
now potentially unused that might easily increase the 
business at no appreciable cost.” 

Several years ago, Norman Bel Geddes said: “The 
shoe window is a stage; the shoes thereon, the actors. 
What kind of a play are you making for public ap- 
proval ?” 

We emphasize these things in August because of the 
very definite need for dramatization of windows in the 
service of telling the American public not only what 
you've got to sell but the use and purpose of the goods. 
Sell the use of the thing, with pictures and cards and 
descriptions and the public finds a need. Many times 
your window must go further than your clientele in 
showing social significances of fashion—if for no other 
reason than it is a good thing to lead the public half- 
way down the road, so that their hopes and expectations 
may carry on down the line of desires. For this reason, 
many a store selling very moderate priced shoes will 
show pictures of high society social events. There is 
such a thing as the inspiration of leadership. And 
leadership in fashion is such a tangible thing after all. 

The influence of the movies is an excellent example 
of external influences on the use of goods by people 
with very modest incomes. Harry G. Weaver, director 
of the Consumer Research staff of General Motors 
Corporation, says: “The merchant who is building for 
permanency cannot afford to confine his consumer edu- 
cational efforts to products-selling alone. He must 
concern himself more than ever before with the prob- 
lems of product-using.” Now is the time for educa- 
tional work that concerns itself with the use of the 
product and the window is the perfect place for that 
education in the use of shoes. 

In Germany, by edict, advertising agencies and ad- 
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vertising is limited and constrained. The merchant 
has been forced to look to the goods for their own 
dramatization in terms of use and desire. As a result, 
the science of window display has increased a hundred- 
fold. The goods have been taught to talk a selling 
message and they are doing it most effectively. 

The next great step forward in merchandising in this 
country is going to be in the promotion and disp'ay of 
merchandise through show windows, for every window 
is a stage and the play thereon is important. Yet there 
are hundreds of stores in this country that think an in- 
vestment of a few dollars in window work is a needless 
expense that can be saved. The idea of having a pro- 
fessional window man or service is considered an 
extravagance for the thought is that any clerk, in his 
spare time, can polish up a few shoes and put them in 
a conventional position. But the smart merchants in 
every line of industry are beginning to appreciate show- 
manship. A splendid keynote was given to the in- 
dustry a year ago—“Showmanship leads to shoeman- 
ship.” 

So if we put extra emphasis on the necessity for care- 
ful window planning in the very interesting months to 
come (when window themes range all the way from 
school to football to skiing), we do so with a feeling 
that the window is the most important piece of sales- 
manship for every store in its contact with the eye of 
the public. 

Changing the windows frequently is as necessary as 
appropriate display. A window changed once a month 
is an insult to the passer-by for the roving human eye 
must be fed. A once-a-week change is the very mini- 
mum and with the new philosophy of small windows 
there is no reason why at least one show window of the 
store should not be daily refreshed with new shoes, new 
ideas in colors, new lights, new thinking down the line 
of capturing the public eye. 

We hope to see the shoe stores of this country step 
into a new and better Fall with new and better windows. 
What about cleaning and polishing the glass so that the 
shoes might look out and the public in? If 25 per cent 
of the rent is in the window, is it too much to invest 5 
per cent of your time in its consideration? 
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THE 


OF A SHOE 
IS THE HEART of its VALUE 


‘ f OWEVER fine a shoe may be— its true value 
depends largely on the life of its sole. 


That’s why Goodyear Wingfoot Soles on the shoes 
you sell stamp those shoes as big values almost 


regardless of price. 
Because no sole ever built can outwear a Good- 
year Wingfoot. 


Tell your customers about the tough, sure- 
footed, waterproof qualities of Goodyear Wing- 
foot Soles. You’ll win 
more new customers — 


and hold more old ones! 


THE GREATES 





When writing advertisers please mention Boot and Shoe Recorder 
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(a NATIONALLY ADVERTISED IN 
THESE 11 POPULAR MAGAZINES 


ea campaign that will 

reach every second 

family in your city 
and community 













...the most gigantic national advertising pro- 
gram ever put behind a line of women’s style 
shoes. 26,000,000 sales messages will tell Ameri- 







can women in every second home in your city 






and community about Paris Fashion shoes. Lo- 






calized merchandising tie-ups to direct the full 
benefits of this national advertising to your store. 






This is a merchandising opportunity that no 


wide-awake shoe merchant can afford to pass up. 


WOHL SHOE 


1224-1226 Washington Ave. 


















When writing advertisers please mention Boot and Shoe Recorder 
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AMERICA’S MOST POPULAR LINE OF 
WOMEN’S STYLE FOOTWEAR TO RETAIL 
PROFITABLY AT °3. To °4. 


Only QUALITY SHOES... a line which has proved a § f 
to have real merit . . . could warrant such a tremendous seit Mover, DA Ete as [ S 
National Advertising Campaign. Paris Fashion shoes my nies 
have everything ... STYLE... the most important 

appeal to women... BEAUTY ... upon which the 

acceptance of style depends... FIT ... through model 

fittings and tried patterns... QUALITY ...a consistent 

standard ... CRAFTSMANSHIP... skill of design and 

fine materials ... VALUE...a national recognition 

that makes Paris Fashion shoes outstanding in the mod- 

erate price field! And... in addition, our in-stock sup- 

ply of Paris Fashion shoes is always complete... 

enabling you to get the newest styles when you need 

them. 


WRITE OR WIRE US FOR COMPLETE DETAILS 
ABOUT SECURING PARIS FASHION AGENCY 
FOR YOUR CITY. 


GIMBEL BROS.... DOMINANT NEW YORK 
DEPT. STORE CHOOSES PARIS FASHION 
SHOES TO BE FEATURED IN A NEW MAIN 
FLOOR PARIS FASHION SHOP... 


COMPANY geet 
4 _— 


Saint Louis, Missouri 


When writing advertisers please mention Boot and Shoe Recorder 































































@NCE again September days draw near, bringing with 
them the openings of hundreds of schools throughout 
the country and turning the minds of college boys and 
girls, especially the girls, to thoughts of a school ward- 
robe with which to start off their new school year. Shoes 
have become more and more important as part of this 
wardrobe during the past few years and with their 
growing importance comes the increased business which 
every retailer should go after, by planning special pro- 
motions and displays aimed at this obvious but not 
always recognized merchandising objective. 

Many and varied are the ways in which a promotion 
of this sort may be launched; the best promotions, how- 
ever, do not happen by chance but are the result of 
weeks of careful study. Take the case of Louis F. Tuffly 
of Krupp & Tuffly in Houston, Tex., on the occasion of 
the opening of his new enlarged “Fashionette” shoe sec- 
tion in the store. 

One of the pupils from one of Houston’s high schools 
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Capture 


Hew te De It! 


Hold a popular- 
ity contest. 


Advertise to stu- 
dents. 


Let them pick 
their faverite. 





Hold ‘‘open 
house’ in store. 


Give popular 
awards. 


Publicize. 
Publicize. 
And Publicize. 


called on Krupp & Tuffly for an ad in their school paper 
and mentioned the fact that most of the high school 
papers were getting ready to hold a subscription drive 
and that in connection with it they were planning a 
popularity contest in each of the Houston high schools. 
In this contest, the most popular girl of each school 
was to be chosen. 

Michael Murphy, sales promotion manager for Krupp 
& Tuffly, went to the journalism instructor who had 
charge of all the school papers, and arranged a contest 
to elect a “Miss Fashionette” for each school. The win- 
ner was to receive a complete wardrobe of shoes and 
be the guest of Krupp & Tuffly at a luncheon and theater 
party, following the opening ceremonies for the new 
budget shoe department. Needless to say, this idea met 
with instant and enthusiastic approval from the students 
of the schools, for besides the publicity she would re- 
ceive, the winning girl would get a complete wardrobe 
of shoes. And what girl does not like the prospect of 
an award like that? 

From then on, contests swept the schools like wild- 
fire. One school called all the students out on the 
campus and held an election; one of the colleges held 
a special night session in the assembly hall to elect the 
most popular girl, and all of the others held pep rallies 
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Interest of College Crowd 


September Brings Again the Opening of School and the Time 
for Retailers to Go After That All-Important and Much Needed 
College Business 


and meetings. Meanwhile, ads were appearing in the 
school papers—also publicity stories telling of the 
opening of Krupp & Tuffly’s new “Fashionette” shoe 
section. 

At Rice Institute, a contest had just been held to elect 
the May Queen and campus feeling was at fever heat 
because a married woman, a “non-member” of the 
campus literary societies, had been chosen. When the 
contest was announced to elect a “Miss Fashionette,” the 
literary societies and the independents each put candi- 
dates in the field and after much excitement, one of the 
“independents” won. 

On the opening day of the new “Fashionette” de- 
partment, the winning girls from each school acted as 
a reception.committee in the store and greeted their 
school chums in the new department. Much good-will 
was gained for the new department, since its primary 
appeal is to young women, and more than 8000 families 
heard about the contest and the department opening, 
each being constantly reminded of it by the enthusiasm 
of the young folks. The entire promotion was a “nat- 
ural,” because it combined student interest with a com- 
mercial enterprise—the opening of a budget shoe de- 
partment, with a wealth of advertising at very little 
expense. : 


The new “Fashionette” 
shoe section in the Krupp 
& Tuffly store, the open- 
ing of which was public. 


hostesses on opening day. 


The store that shows an interest in school activities 
such as sports and other events, has a big advantage in 
selling to the boys and girls. Co-operation of the mer- 
chant in using a school paper as an advertising medium 
will meet with reciprocation by the students, all of 
whom take great pride in their campus news sheet or 
magazine. 

Window display also is a big factor in building up 
school business. Displays making use of school colors, 
pennants, etc., always attract attention. Coupled with 
a good showing of shoes, that desire needed to bring 
the customer into the store will be aroused. 

Girls and boys of high school and college age are 
quick to notice something interesting and novel, but 
they forget just as quickly, turning to some new interest. 
Therefore, it is necessary for the shoe merchant cater- 
ing to the student to keep his windows “up to snuff”— 
change them frequently. It should be the aim of every 
shoe merchant to make his windows as nearly perfect 
as possible, not only in layout, design and color, but 
also in his selection of display merchandise. 

Arouse the interest of your school trade through spe- 
cial promotions and displays. Having accomplished 
this, keep the ball rolling with many a push. 
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EF you plan to participate in National Fall Shoe Open- 
ing, August 15th, now is the time to plan your promo- 
tion. Indications point to a more widespread observ- 
ance of this seasonal promotion in 1936 than ever 
before, for more retailers each year are coming to 
see that there is a definite sales and profit advantage 
in showing their early Fall shoes at this time, thereby 
putting promotional emphasis on shoes with a fresh 
appeal to customers, which can be sold at prices that 
will yield a regular margin of profit. 

By mid-August, clearance sales have lost their initial 
selling impulse and unless the store is prepared to offer 
something new and different in the way of a selling 
story, it is likely to drift through the remainder of the 
month with relatively little profit return for its efforts. 
By bringing out new Fall shoes in the middle of the 
month, however, a store can accomplish several ad- 
vantageous results. It is able to cut short the unprofit- 
able clearance sale period, or, in the event that a clear- 
ance of- Summer shoes is continued for the remainder 
of the month, side by side with Fall shoe promotion, 
the store is enabled both to increase its sales and to 
earn a better average profit per sale. An early Fall 
shoe opening gives the store an early start on Fall shoe 
publicity, puts: the customer in a receptive attitude 
toward Fall merchandise and lengthens out the Fall 


Wallboard is the basic material to be used in the construction of the above display, specially designed for National 
Fall Shoe Opening, the size of which may be adjusted to any space. 
accompanying article. 


Simple Designs for Fall Windows 


Plan an Effeetive Fashion Background for 
National Fall Shoe Opening. August 15th 
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Construction information is given in the 
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Floor plan for trim illustrated above. 





selling season, which is a profit season for shoe stores. 

To put over an August 15th Fall Shoe Opening 
“with a bang,” a real promotional campaign, with 
spectacular features is called for, and plans should be 
made early for newspaper advertising, window dis- 
plays, direct mail material and other publicity. Win- 
dow displays and newspapers are, unquestionably, the 
most important elements in the publicity campaign, 
and if you have not already made preliminary plans, 
no time should be lost in getting your window material 
and newspaper advertising lined up in readiness for 
use. In some cities the newspapers themselves cooper- 
ate very helpfully by organizing special sections and 
devoting fashion publicity and other news material to 
the event, expecting, of course, to profit from the 
advertising which the shoe retailers carry in these 
sections. 

To facilitate the work of retailers in planning their 
window displays for National Fall Shoe Opening, we 
present this week, two concrete suggestions which can 
be worked out without undue cost and adapted to the 
needs of the individual retail shoe store. The change 
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MN a Wise 


“When 1 the Customer Says 
S4% ch 
Thats what 


Wx the product ‘is destrable enough, it sells itself. That last extreme of 
desirability is only achieved by patient attention to detail. We of Mitchell 
& Peirson are vitally interested in the details that make your product desirable 
when you fashion it from our materials. 

M. & P. Glazed Kid Slipper Stock is good to work, its strong fibres hold 
stitching, its firm texture, natural grain and fine cutting qualities inspire 
styling and craftsmanship. Its tight, waterproof finish, in all approved shades, 
assures the outer beauty that first attracts the buyer. M. & P. Kid Linings,* 
brilliantly finished and tempered to insure close lasting, add that final touch 


of desirability which draws forth the exclamation, ‘‘That’s What I Want!’ 


M. & P. Slipper Stock Colors: No. 101 Red, No. 68 Green, No. 57 
Light Blue, No. 59 Dark Blue, No. 90 Brown, No. 99 Burgundy. 


Mi it h l ] *TheM.&P. Lining Co-ordination Chart, 
Chie as developed by two famous stylists, 
shows the most attractive color combi- 


& Pe irson ? ] Nc. nations. Available to the trade on request. 


36th and Reed Sts. Philadelphia, Pa. 


When writing advertisers please mention Boot and Shoe Recorder 
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An effective school shoe opening background, which can be constructed by anyone experienced in window trim 
work from description contained in the article. 


from sale windows to striking Fall Opening displays 
of this character will attract favorable attention to 
your store, and every effort should be made to present 
windows that will be noteworthy for their originality, 
color and general eye appeal. The “Fall Shoe Open- 
ing” window sketched at the beginning of this article 
is a simple, yet attractive, design with wallboard as 
the basic material used for making up the panel in 
the center and also the curved arch at the back and the 
plateaux on the floor. 

The size of this trim can be governed by the size 
of the window in which you intend installing same. 
These sections should all be reinforced at the back 
with white pine wooden strips to provide stability. 
You can then paint them with water or oil paints, or 
cover them with any of the materials now on the 
market for this purpose. Be sure to use such colors 
as old ivory, buff, tans and brown, however, and see 
that these colors are of a shade that will show off the 
shoes to the best advantage. Autumn colored foliage 
in spray or vine formation should be used in conjunc- 
tion with this setting so as to add to the Fall atmos- 
phere. But do not overdo this “atmosphere,” or it 
will have a tendency to detract from the footwear. 

Attention is directed to the large cut-out of Autumn 
colored leaves which are applied to the arch at the 
sides and back of window. Same can be cut from 
heavy cardboard or wallboard, and then painted the 
proper color. Narrow shelves are then attached to the 
leaves as shown, on which eight of your very newest 
styles are displayed. You can place a few words of 
copy and price in connection with same if you care 
to do so. 

Placed over the face of center panel, slightly below 
the center of same, we show a scroll of ribbon cut 








See 


Floor plan for school shoe window display. 


from wallboard with the wording “NATIONAL FALL 
SHOE OPENING, AUGUST 15th,” lettered thereon. 
Attention is also directed to the use of the vine forma- 
tion foliage in this setting. There is just enough to 
relieve the severeness of the setting. The plateaux can 
be rectangular, circular or oblong in shape. All they 
require is a frame-work over which wallboard can be 
attached with fine brads, which in turn are then finished 
off by painting or covering with a material. 

The top of panel in center can be decorated with 
the illustration of the three women, by painting direct- 
ly on surface of panel or they can be painted on wall- 
board, cut out and then applied over the face of same. 
The space can be used for any appropriate illustration 
or for a hand-lettered caption. 

School opening offers an ideal opportunity to sell 
juvenile footwear, and the live progressive merchant 
in your city or town will get the business. August 15th 
will be none too early to start your school shoe cam- 
paign, as a great many schools and colleges open the 
week following Labor Day. It will be well to begin 
planning early. Lay out a plan and follow it through 
in every detail. 

Windows should be the first consideration, and 
should be dressed with an idea in mind. Some good 
idea should be adopted that is suitable to the occasion, 
but let it have a kick in it that will be quite out of the 
orinary. What you will need most is a good strong 
reminder in your display that will tell the public at a 

[TURN TO PAGE 4A, PLEASE] 





UYERS are asking: “After suede, what?” Indications for late 
fall point to Black Princess Calf and Mat Princess Calf. Stylists 
also favor Cadet Patent, especially for trim. 
In the fall color range, leading shoe men select No. 422, No. 413, and 
No. 427 Rosebay Willow Calf. 
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By HARRY RB. TERHUNE 


Other — 
People’s 


Ideas 


Field Editer, BOOT AND SHOE RECORDER 


WD ID you ever hear of a merchant 
going after business from those of 
his own name? About seven years 
ago A. L. Wilson, whose shoe store 
is in Hamilton, Ontario, tried this 
out with good success. 

One letter was used that time. 
This year a series of three letters 
were sent along which pulled even 
better than the first one. The en- 
velopes were printed with the fol- 
lowing inscriptions: “Are you a 
relative of mine?” “What’s wrong 
with the Wilsons?” and “From one 
Wilson to another Wilson.” 

The letters read in order mailed: 
“What's wrong with the Wilsons ?— 
nothing. As one Wilson to another, 
we still tell you—and not in confi- 
dence—that the Wilson at 73 King 
Street continues to sell the greatest 
shoe value ever offered. 

“You may spell your name with 
one ‘L’ or two ‘LL’s’ but pronounce 
the same as mine. That is the rea- 
son for this letter. 

“Let’s get together; let’s increase 
the name of Wilson on our records. 
I cannot go to your home and in- 
troduce myself, but I sure would 
like to have you come in our store 
and just say, ‘Here’s another Wil- 
son’—kind of clannish as it were. 
Yes, we must stick together, we 
Wilsons. Oh, yes, the shoes. They 
run from $5 to $9 for both ladies 
and men. They are better shoes than 
rgost stores sell at these prices and 
their name isn’t Wilson. Why not 
come in and ask for a pair of bach- 
elor shoes, either ladies’ or men’s— 
we will then know for sure that you 
are a Wilson. Slogan: Every Wilson 
is this day expected to wear Wil- 
son’s shoes. Sounds like Lord Nel- 
son’s orders—just Wilson’s wishes.” 

Letter No. 2: “We bought another 
record file yesterday. The Wilsons 
sure did take advantage of the 


name. They called in; some to see 
the new Wilson shoe store; others 
to tell us they do not require shoes 
now but will not forget us when 
they do, while a flock of the Wilson 
clan bought—hence the new record 
file. Say, if all the Wilsons in this 
city had a meeting or a picnic, the 
town would be deserted, and if they 
all voted the same way, we would 
control any election, or they could 
just about decide what kind and 
class of government they wanted, 
etc.” 

This idea can be used to good ad- 
vantage by anyone having a fairly 
common name. As Mr. Wilson has 
not copyrighted it and is of the 
opinion it is too good to keep, he 
is willing any and all should use 
the idea too. 


a a * 


**THEY can’t blockade me in,” 
said M. Morder, manager of the 
Nunn-Bush store in Denver, when 
a new front was being installed. So 
he cut rectangular openings in the 
barricade built around the window. 
They were shallow, just large 
enough to accommodate three pairs 
of shoes, but big enough to let the 





How a Denver shoe man merchandised 

the barricade builders erected in front 

of this store during alteratiors to se- 
cure valuable sale publicity. 


world know that the store was very 
much open for business. 

P.S. The world took the sign at 
its word and came in to buy as 


usual. 
* a * 


@NE of the best style records 
which I have seen is the one 
worked out by Frank More, whose 
smart shoe store is in San Fran- 
cisco. All shoes are sketched in 
the record book as they are bought. 
with this main difference from 
most all other such records: All- 
black shoes are grouped together 
on one page, all browns on an- 
other and so on through the vari- 
ous classifications. In this way, 
Mr. More may see at a glance 
just what has been bought on each 
type and in what patterns. 

Duplications in patterns and ma- 
terials are instantly spotted. Then 
there is another use for this record 
—one in a great while a special 
customer will inquire as to what 
new things will be available for 
the coming season. Then the book 
is brought out for an intimate pre- 
view. Aside from this, the record 
is ideal for eliminating duplica- 
tions and so insures a better bal- 
anced stock. 

* * * 

@NE of the big problems of a 
buyer whose stock has a goodly 
assortment of high style shoes is 
the getting rid of the broken lines, 
J. H. Ferguson found, at the May 
Co., Los Angeles. His method is 
to take these short lines just as 
fast as they accumylate, then make 
a hash section of them, giving them 
a common stock number of either 
98 or 99, according to the heel 
height. A generous P.M. will make 
the boys and girls on the floor 
remember this section. Shoes are 
kept at the regular price. 
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CRESCO Calf is a custom-made leather . . . from the finest calf- 
skins . . . tanned and specially treated . . . then carefully selected 
to make the husky type of shoe which men demand for fall and 


winter weather. 


Important, too, is the fact that CRESCO takes a beautiful shine, 
that it looks dressy on or off the street . .. on “Park Avenues” or 
in the busy executive’s office. 


Leading manufacturers carry shoes of CRESCO Calf 
“in stock.”’ Ask your manufacturer. CRESCO Calf 
comes in tan, maple, brown, wine and black. 


In stock shoes by 
French, Shriner 


and Urner to re- 
tail at $12.50. Tan 
and black. 


BOS TOWN 
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STEWART & POTTER COMPANY, BROOKLYN, NEW YORK 


STYLE — SERVICE — FIT 


UNITED LAST COMPANY—! 


140 





are indispensable factors in Last Making. For 
over fifty years, Stewart and Potter Company 
have maintained an acknowledged leader- 
ship in this art. 

Leading Shoe Manufacturers and Retailers 
know that shoes made over these lasts are 


foot fitters and always properly styled. 


THE LAST WORD 


UNITED 


FEDERAL STREET, BOSTON, MASS. 
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REGIONAL / SE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. ¥ 


tf. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


Stewart & potrenco, THE LAST WORD  yniteo tastco., tr. 


BROOKLYN, N. Y. U N | T FE D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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A Dozen DON’TS 
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For Traveling Salesmen 


1. Don’t push 
in and demand my 
immediate atten- 
tion. No matter 
if you think | am 
idle. Say, “When 
you are at lei- 
jae... oe 
is a good phrase. 
It impresses me 
that you are serious about the importance of your 
business. It compels me to listen when your turn 
comes. And don’t forget to say “when,” not “if.” Do 
you see the difference? 








2. Don’t talk hobbies. You compliment me by pre- 
suming I am busy. Talk business straight to the point. 
Mention my hobby only when business is through— 
if at all. 


3. Don’t -neg- 
lect to mention 
the name of your 
house somewhere 
in your first three 
sentences. I don’t 
remember you as 
well as you re- 
member me. Don’t 
say, “My line is 
the finest this season it has ever been.” Say instead. 
“Recorder Shoes are the finest, etc... .” The casual 
mention of your firm name identifies you. I am sen- 
sitive, so if I am rather busy, I may even refuse to 
look at your line rather than embarrass myself by ad- 
mitting I have forgotten what line you have. And you 
will never know why! 








4. Don’t say “only” every time you quote a price. 
It is amateurish and disgusting. It should be used only 
for a specific comparison with some other price. 


5. Don’t quote 
the prices of a 
line that is ad- 
mittedly higher 
grade than yours 
in an effort to 
make your prices 
seem low. I’m not 
that dumb! 














6. Don’t quote the big buyers too much. They are 
thrown up to me so often I am sick of them. My prob- 
lem is quite unlike theirs. But, ho hum, this is useless 
advice, for if you ever sell Marshall Field I know 
you'll tell about it the rest of your life. 


7. Don’t use pa- 

rade English or 

\ wear parade 

clothes. Both 

* r ff make me feel in- 
~ 

ferior and uncom- 

fortable. Wear 

good clothes, well 

styled— including, 

incidentally, a good pair of shoes not over two 

months old. 


gan Thaw 


a 9 











8. Don’t stand close. I don’t like your breath. I 
wouldn’t like it even if it was good. And keep your 
hands off me. I won’t knock you down every time 
your courtesy is net up to par. But just the same, 
your standing is lowered by every little unintentional 
annoying habit. I won’t mention it, so you'll never 


know why. 





9, Don’t insist 
j on the check if I 
have invited you 
to lunch, It em- 
barrasses me and 
makes me hesitate 
to ask you again. 





10. Don’t be a humorist. That is a bad reputation, 
no matter what anyone tells you. I like fun as well 
as anybody. But I prefer to buy from the man who 
is all business. Save your stories for the Pullman. 


11. Don’t have 
snappy, patent 
medicine answers 
ready for all ob- 
jections, even 
though your sales- 
manager has 
thought them up 
for you. Your line 
is not perfect. Even if it were, it still may not fit all 

[TURN TO PAGE 42, PLEASE] 
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‘Health 
Slippers 
for Men 








VEN the stalwart male needs the right kind of 
home footwear . . . slippers that afford complete 






relaxation and still maintain correct support. 






Tupper SOL-EASE Health Slippers are specially 
designed for this purpose. Their patented construc- 
tion combines soft sole comfort with hard sole service 
and offers many unusual and exclusive features. 











Merchants who are selling Tupper Sol-Ease Slippers 
for Men are building up new business and earning 
. new profits. Your Sol-Ease franchise will give you 
exclusive rights in your community. Don’t delay in 








obtaining it. 







SOL-EASEK FOOTWEAR, INC. 


HOBOKEN FACTORY TERMINALS, Bldg. F 
HOBOKEN, NEW JERSEY 
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Shoes Given New Importanee 


wearing shoe, manufacturers seem to 
have lost sight of the shape of the 
human foot. It is difficult today to find 
on the market very many shoes that are 
correctly designed to cover a normal 
foot. A simple way to prove this to 
your own satisfaction is to draw an 
outline of your foot in weight bearing 
position—then draw one over the shoe 
you are wearing, cut out the two out- 
lines, and see how close they come to 
meeting. 

“When the human foot bears weight 
it elongates and widens. For that rea- 
son, feet should be measured and fitted 
when one is in the standing position. 


Functions of the Foot 


“We must also recognize the fact that 
the function which the foot is to per- 
form must be considered. We cannot 
expect a traffic policeman and a ballet 
dancer to wear the same kind of shoes. 
The foot performs entirely different 
functions mechanically, when we are 
standing, walking, running, jumping, 
turning, dancing. 

“The experience of some of us with 
the Army Munson last was very con- 
vincing when it came to wearing the 
ordinary dress shoe. Very few dress 
shoes are good for walking. The only 
type shoes some of us have been able 
to wear are the so-called ‘sport shoes.’ 

“A considerable problem arises from 
the fact that very few women are satis- 
fied to wear shoes large enough for them. 
Add a sharply pointed toe and a high 
heel, and we have foot trouble. The 
only solution is to make it very plain 
that the decision must be made by the 
patients—they may have appearance or 
good feet—but not both.” 

Dr. H. E. Clybourne, Columbus, Ohio, 
who discussed the “Relation of Shoes, 
Lasts and Leathers to Foot Ortho- 
pedics,” believes that in a considerable 
measure the shoe fitter is to the osteo- 
pathic physician what the druggist is 
to the M. D., agreeing, however, that 
the osteopath’s diagnosis and recom- 
mendation required a greater under- 
standing and service than the following 
of a prescription for medicine, which is 
exact. 

Much interest was shown in examples 
of lasts show, and in the various sam- 
ples of leather, and their grading with 
regard to porousness which made some 
more desirable than others as foot 
coverings. 

Dr. Maxwell, Cleveland, Ohio, on 
Saturday read a paper “The Truth 
About the Foot” in which he stressed 
the point that “each foot of the pair is 
comparable to a movable, vertically 
tiltable bridge over which traffic gen- 
erally moves lengthwise, and parallel 
to the heavy structure of the bridge. 
Upon that pair of feet the body is bal- 
anced and borne while standing and 


[CONTINUED FROM PAGE 21] 


during the acts of locomotion. Unless 
body weight can be balanced upon the 
feet, the weight-bearing properties of 
the foot are of little value, hence bal- 
ance assumes first importance.” 

He went on to explain that “the foot 
is built bridge-like, along mechanical 
lines, and is operated in accordance 
with mechanical law, presenting a-well 
defined traffic-traveling roadway, ex- 
tending along the outer side over which 
the stress of body weight normally and 
regularly travels lengthwise of the 
foot and from which the stress of the 
body weight is proportionally dis- 
tributed to all parts of the foot.” 

“The foot should be clothed with a 
shoe constructed to cooperate with all 
the tissues of the foot, and to protect 
these tissues from excessive strain or 
injury when and as conditions require. 
The shoe should have a well defined, 
balanced weight-leverage line coinciding 
throughout with that of the foot in the 
shoe, and room on either side of that 
line comfortably to house corresponding 
parts of the foot. The foot functions 
to the best mechanical advantage when 
so positioned that the balanced, weight- 
bearing line lies in and parallel to the 
path of the approaching body weight. 


Manufacturer's Case Presented 


In a second paper, “Facing Foot 
Facts,” Dr. Maxwell deplored the lack 
of more lines of shoes that are based 
on theories of balance and the “traffic 
line.” When he concluded, a shoe man 
in the audience stated the case for the 
manufacturer, emphasizing the study 
and research given to that problem by 
manufacturers who are confronted also 
with the esthetic viewpoint of, those 
who buy shoes. 

In his discussion of “Your Feet’ Dr. 
Spence of White Plains and New York 
said, “There surely can be no joy of 
living without healthy, happy feet.” 

“Beauty begins with foot comfort. A 
serene, unruffled nature, that radiates 
personal charm is impossible without 
healthy feet. If a person lacks courage 
to perform certain acts, or to do a cer- 
tain thing, he is said to have ‘cold feet.’ 
This means that there is lacking in that 
person a certain mental condition, 
which makes him afraid to proceed. And 
actually as well as figuratively, that is 
the plain truth. There is something 
lacking in people who suffer acutely 
from cold feet, and that something may 
be due either to local or constitutional 
causes. Poor circulation is the principal 
cause of cold feet, and may be produced 
by spinal lesions which weaken the 
nerve and blood supply to the feet, or 
it may be caused locally by direct pres- 
sure upon nerves and blood vessels from 
badly designed or ill-fitting shoes. 

“When our feet are in good condi- 
tion, we are actually walking on 


springs. There is no arch in the human 
foot. In construction the foot is a can- 
tilever truss. 

“Foot troubles are largely a product 
of modern civilization. Ancient sculp- 
tors and painters did not depict their 
subjects with flat feet, crooked toes, 
big joints, corns or other foot ailments. 
Such things did not exist in those days. 
They are purely the result of false 
tastes in fashions, lack of knowledge of 
shoe-making, and the muscular weak- 
nesses brought on by modern life. 


Foot Stresses and Strains 


“In the human machine, the feet are 
the members most exposed to stress 
and strain from contact and pressure. 
When your foot hurts or aches, when 
you find a corn or callous starting, 
you are receiving nature’s warning to 
watch out for serious trouble. “It is 
right here that most people are negli- 
gent—because they have no conception 
of the sequence of afflictions that have 
their birth in tired, aching feet. Often 
the entire nervous system is affected, 
causing backache, pain in the limbs, 
nervous breakdown, irritability and a 
general physical inefficiency. Your pain, 
ache or corn is merely the symptom 
of an incipient or existing abnormality 
which must be corrected. 

“Now, what causes all this foot 
trouble? Why is it that 80 per cent of 
us are victims of it in some degree? 
The answer in nine cases out of ten is 
directly traceable to ill-fitting shoes. 
The other 10 per cent is due to sprains 
or injuries. Shoes are worn too short, 
too narrow, with heels too high or with 
some freak style rather than comfort 
dictating their use. This does not con- 
stitute a quarrel with the dictates of 
fashion either. For it is quite possible 
to wear shoes in the latest mode—and 
still have them properly designed for 
the prevention or correction of foot 
trouble. 

“It is good news to the public that 
most of the prominent shoe manufac- 
turers have organized educational de- 
partments, to cooperate with physi- 
cians in the proper manufacture and 
individual fitting of shoes, and, that 
scores of the country’s leading shoe 
stores are cooperating with us in this 
work.”  . 

Dr. T. L. Northup, Morristown, N. J., 
in his address on “Foot Power,” Mon- 
day afternoon, brought out a point of 
interest when he directed attention to 
the fact that the normal standing posi- 
tion is with the feet at a slight angle, 
not straight ahead, but that as we walk 

[TURN TO PAGE 42, PLEASE] 
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/ tia \ 
OUTSTANDING 
FEATURES 





@ LOCKS THE HEEL IN PLACE 
@ GENTLY SUPPORTS THE ARCHES 


@ MASSAGES AND EXERCISES 
THE METATARSALS yN 





There’s sales appeal PLUS actual, 
tested performance in this feature. 
To measure up to the rigid Star Brand 
standards, shoes having the Heel Latch 
feature were proven with actual wear 
tests. Scores of active women, busy 
office workers, housewives ... women 
who were on their feet all day long 
wore these shoes. They were enthusi- 
astic for they were comfortable. That’s 
the kind of proof that means repeat 
business and profits for you. 

Both novelty and matronly styles 
have this marvelous new feature. 
Forty-one styles are carried in stock... 
all built to the Star Brand standards 
of quality construction. 

Salesmen are showing the new Fall 
styles now...see them...learn about 
the Heel Latch feature. There’s a place 
for it in your store. 


There’s a Star Brand shoe to 
fill every demand profitably 
-.- SEE STAR BRANDS FIRST! 
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STANDING IN GOOD FORM 


Your hosiery department 
should be a busy one. The 
new shades and colors of- 
fered to women these days 
are ready sellers. Are your 
sales standing up the way 
they should? 


Display your hosiery in 
Fairy Forms. Show your 
new lines in the only form 
so perfect —it rivals the 
human leg. Fairy Forms 
will feature every selling 
point—design, weave, color 
—and help turn over your 
stocks faster than ever! 


Show your hosiery on Fairy 
Forms. And your hosiery 
department will show you! 


Tair 


SHOE FORM CO., Inc. 


United Last Co., Ltd., Montreal, Canada 


Melbourne, Australia France Mexico City, Mexico 





_Torms 


fd AND FOREIGN PATENTS 


AUBURN, N. Y. 


Manufacturing Branches 


Northampton Frankfort 
England Paris Germany 








Buffalo Business Bureau 
Reorganized 


BuFFALo, N. Y.—Unfair trade prac- 
tices among shoe retailers, including 
the use of misleading advertising illus- 
trations and the use of bait window 
displays, will be one of the first at- 
tacks to be made by the newly organ- 
ized Better Business Bureau, it was 
announced by John N. Garver, Jr., 
president of the bureau, which has been 
revived after a lapse of three years. 

When the Retail Code Authority was 
organized under the NRA, retailers 
felt that its work would duplicate the 
functions of the Better Business Bu- 
reau and the latter organization was 
dissolved. Financed and sponsored 
largely by larger retailers of the city, 
the new bureau has among its directors 
Charles Hahn, Jr., vice-president of 
Sattler’s, Inc., one of the largest foot- 
wear retailers of the city; Walter J. 
Brunmark, president of J. N. Adam 
& Co., and president of the Retail 
Merchants’ Association, who has been 
elected vice-president of the bureau; 
Louis L. Berger, president of L. L. 
Berger, Inc., featuring I. Miller shoes; 
J. Edward Davidson, president of the 
Wm. Hengerer Co.; Winthrop Kent, 
president of Flint & Kent; Edward L. 
Hengerer, president of Hens & Kelly 
Co.; Weldon D. Smith, treasurer of 
Adam, Meldrum & Anderson Co., and 
others. 





“Tricksters in the shoe business, in- 
cluding the so-called cancellation shoe 
shops using the names of larger re- 
tailers, and other unfair practices in 
the trade, will be attacked early in 
September when the bureau starts to 
function,” said Mr. Garver. “While we 
aim to protect the public against unfair 
and dishonest practices, we also seek 
to protect legitimate retailers against 
unfair competition and restore confi- 
dence in retail advertising generally.” 


Borda, Inc., in New Quarters 


New YorK—Borda, Inc., have moved 
into new and larger quarters in the 
Marbridge Building, 47 West 34th 
Street, taking Rooms 458 and 460. 

P. Borda and A. Lewis of this shoe 
style concern will be on hand to wel- 
come their friends in their new quar- 
ters after August 1. 


George Fritz 


Mr. Catvary, Wis.—George_ Fritz, 
70, pioneer Wisconsin shoe merchant, 
died July 21 at his home here. Mr. 
Fritz entered the shoe business in 
Sheboygan in 1880, moving to Mt. Cal- 
vary in 1903, where he was engaged 
in the business until his death. He is 
survived by his wife, three sons and 
five daughters. 


John S. Donovan 


New York—John S. Donovan, New 
York sales representative for E. T. 
Wright and Company for the past 20 
years or more, dropped dead at his 
home in Kew Gardens, Long Island, 
July 28. 

He had been recovering from an at- 
tack of pneumonia and decided to walk 
downstairs. The strain was too much. 
He was 44 years of age, a graduate of 
Boston College and had been connected 
with E. T. Wright since leaving college. 
He was active in the affairs of the 
New York Shoe Travelers Association 
and one of the best known shoe sales- 
men in New York. 





Adopts New Charge Service 


SEATTLE, WASH.—Frederick & Nel- 
son’s, which has an extensive clientele 
of shoe customers using charge ac- 
counts in its many shoe departments, 
has recently adopted a new type of 
charge service. Patrons are being for- 
warded an embossed card in attractive 
container, which is presented when a 
purchase is made, placed by the clerk 
in an addresser machine, which stamps 
the sales slip, and prevents fraudulent 
use of the card. First of its type in 
the Pacific Northwest is this new 


charge system adopted by Frederick’s 
—a unit of the Marshall Field organi- 
zation. 















Good Prospects for Fall 


DETROIT, MicH.—“Prospects for Fall 
are very good for the entire line,” E. 
A. Maslyk, Detroit office manager of the 
Endicott-Johnson Corporation, said this 
week. “Retail merchants are already 
beginning to buy their shoes for Fall, 
especially for school shoes. 

“It is too early to establish any gen- 
eral trends, but practically everything 
seems to be selling in the staple lines.” 


Leases Additional Space 


New YorK, N. Y.—The Baris Shoe 
Company, Inc., has just leased an addi- 
tional 10,000 sq. ft. of space in their 
building to take care of growing retail 
stocks which they have been concen- 
trating on as an additional unit to their 
business. 

In addition to this, the company is 
also conducting their business in fac- 
tory surplus stocks from quality manu- 
facturers throughout the country. 





Summer Clearances in Full Swing 


SEATTLE, WASH.— Annual summer 
clearances in local shoe stores are in 
full swing, reaching their zenith mid- 
July as shelves are being emptied and 
made ready for the Autumn stock now 
being ordered. Considerable sales pro- 
motion is behind the clearances this 
month which are proceeding in a num- 
ber of shoe stores that confine them- 
selves to this single sales event per 
annum. 





Women's Department 
Remodeled 


PITTsBURGH, Pa. — The ladies’ shoe 
department in the Meyer Jonasson & 
Co.’s store here is being completely 
remodeled, general manager A. B. 
Kuehn announces. Among the installa- 
tion of new features include air-condi- 
tioning, new elevators leading to the 
shoe department and new “white ma- 
hogany” show cases for the display 
of shoes. 





Omaha to Celebrate 
Fall Market Week 


OMAHA, NEBR.—Fall Market Week 
will start in Omaha August 17. At 
that time retailers from every part of 
the state come to Omaha to buy Fall 
stocks. The entertainment program for 
the visitors includes a boat trip on the 
Missouri River, a dinner-dance at Peony 
Park, a style show and a special per- 
formance of the Ak-Sar-Ben den show. 





Henry Wall 


BROOKHAVEN, Miss.—Henry Wall, re- 
tired wholesale shoe salesman, was 
drowned ‘in a fishing accident near 
Rome’s Ferry at Livingston Parish re- 
cently. The body was returned to 
Brookhaven for burial. He is survived 
by his widow. 
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“THESE THREE” 


are pushing shoe store hosiery sales 
up! Up I and UP | 


Rum Away.—the unusual new runproof stocking that 
has made hosiery history in fine departments all over the 
country with its dramatic new $1.35 price. 


Wort Rum —the ideal “non-running” mate to Run- 
AWAY ... made by the same patented runproof process, 
but priced for your more thrifty customer . . . to retail 


profitably in the popular $1.00 range . . . and 


Wort Pum DEBBIES—the timely knee-length compan- 
ion to WON’T RUN .. . the perfect answer to the ungirdled 
hot weather demands of sports and evening wear . . . also 


priced for the $1.00 bracket. 


“THESE THREE” perfected runproof ambassadors of 
profit and prestige are “musts” in every alert hosiery de- 
partment . . . their compelling sales story is a merchandis- 
ing “natural.” Write or wire TODAY for samples and selling 


suggestions. 


Sehuylkill 











Ine. 


New York, Empire State Bldg. 























BARBOUR DRESSWELT 
RETAINS THE SHAPE OF THE SHOE 


BARBOUR WELTING COMPANY, BROCKTON, MASS. 


(Water resisting) 
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MADE OF CRESCO CALF 








Good Shoes Deserve Good Stores 


[CONTINUED FROM PAGE 18] 


the same location, carrying only better 
grade shoes. When we opened six years 
ago, very much against the advice of 
our friends and fellow merchants, we 
planned a store of the parlor type which 
we felt would be a little nicer than any- 
thing else in the city, as we were put- 
ting in shoes to sell at from $6.50 up 
and we felt that we should have a nice 
store to put them over in the best way. 

“We try to give our customers the 
utmost in personal service and we at- 
tempt to carry sizes with which we can 
give them guaranteed fittings; however, 
we do give a great deal of credit to the 
fact that we have always had one of the 
brightest and most attractive stores in 
town. 

“There have been times in the past 
when we have been tempted to put in a 
line of lower priced shoes but now we 
are very thankful that we have never 
done so. In fact, now that we have our 
new store, we are gradually building 
up our grades and find that we can do 
this nicely under the newer and more 
modern surroundings. 

“We began feeling the need for more 
room and our experience with the old 
store, which, however, was still a very 
attractive set-up, led us to believe that 
it would be a good investment to re- 





modei our entire store and make it even 
more modern and attractive. We did 
this the past Spring, opening our new 
store in April. The results, even in this 
short time, have proven to be more than 
satisfactory, and our store is the talk 
of the town. 

“The entire set-up is arranged to be 
as restful and convenient to our cus- 
tomers as we could make it. Walls and 
ceiling are done in varying shades of 
cream and striped in silver and the 
pillars in the rear are finished in a soft 
rubbed effect which blends them into 
the setting very attractively. The large 
mirrors on either wall are decorated in 
a modernistic design, with just a touch 
of color to tie in with the patterned rug 
which covers the floor and extends on 
up the stairway to the men’s depart- 
ment which we have added on the bal- 
cony. We are using the new chromium 
chairs and fitting stools upholstered in 
cream leather. 

“We have built the hosiery shelving 
into the two pillars, which is not only 
very convenient, but adds a very neat 
decorative touch and has been a big 
boost to our hosiery sales. The two 
small glass covered counters in front of 
the pillars hold the wrapping paper, 
bags, etc. 


The entire stock is carried in another 
room in the rear. This has been very 
satisfactory with us. It does necessitate 
a little more running back and forth, 
but on the other hand it eliminates a 
great deal of stock work and the store 
can be kept much more orderly and at- 
tractive. We have the off-set type of 
windows, large enough for us to keep a 
good representative number of shoes in 
the window without crowd.ng, and we 
find that we cannot spend too much 
time and effort in keeping them attrac- 
tive and different. 

“All in all, we have had so much 
favorable comment and response to the 
new arrangement that we felt we would 
like to pass on a little of our enthusiasm 
to our shoe friends who might be inter- 
ested and we want you to know that we 
heartily endorse your sentiments that 
‘Good Shoes Deserve Good Stores.’ 
Let’s keep the chain store in the back- 
ground with stores that befit the shoes 
we sell, service which only individual 
stores can give, and honest intelligent 
fitting, with plenty of sizes on hand 
from which to fit our customers.” 





A Dozen Don'ts 
for Traveling Salesmen 
[CONTINUED FROM PAGE 36] 


my needs as well as some other line not 
as good as yours. Only when you have 
studied my problem as thoroughly as 
you have' studied your line can you give 
me the kind of advice I really crave. 

12. Don’t quit calling on me just be- 
cause I turn you down three or four 
times, even though I may tell you I am 
not interested. You never know what 
is in the back of my mind. You never 
know when a different set of circum- 
stances will turn up between trips. 

Here’s a thirteenth for good measure. 
Don’t follow any set of rules—even 
these. 





Shoes Given New Importance 
[CONTINUED FROM PAGE 38] 


and increase our speed to a run the 
feet keep coming closer to “toeing 
straight ahead” until they are finally 
on a straight line. He also observed 
that when we stand with our feet apart 
we toe out more and more, the further 
we spread our feet. 

Other addresses will appear in sub- 
sequent issues. 

The good work of the Foot Society 
is not confined to the convention and 
will continue along. several lines 
throughout the year. The opportuni- 
ties for pleasant, profitable cooperation 
between orthopedic physicians and shoe 
men interested in rendering service are 
very real. The efforts toward better ac- 
quaintance should not end with national 
conventions. That’s just the starting 


point. The “let’s-get-acquainted” spirit 
should extend right on down the line 
through sectional and state gathering 
to local meetings and personal ac- 
quaintance. Each has something of use 
and value for the other. 
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Shoe Merchants: — 


Come to this "shoe center" for your buy- 
ing. Over fifty shoe manufacturers main- 
tain permanent sample display rooms in 
The Republic Building for your conveni- 
ence. Every type, grade, and price of 


footwear obtainable under one roof. 


Write Gordon Strong and Company, 
agents, office of The Republic Building, 


for a complete list of all lines on display. 
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SHOE 
Manufacturers 


You will find The 
Republic Building 
the best spot in 
Chicago for dis- 
playing your line 


Sample Rooms 
as low as 


$25 


per month 





When writing advertisers please mention Boot and Shoe Recorder 
























BARBOUR DRESSWELT COMPLETES THE SHOE 
BARBOUR WELTING COMPANY, BROCKTON, MASS. 








Simple Desigus for Fall Windows 


[CONTINUED FROM PAGE 30] 


glance that Fall School Opening is 
drawing near. This you can do 
through the use of such an idea as we 
herewith present, or any idea you may 
have in mind. It is always a good idea 
to make use of slates, pencils, books, 
maps, globe, etc., to emphasize the at- 
mosphere of the occasion. 

Simplicity and inexpensiveness are 
the keynotes of the school shoe display 
illustrated herewith, and it is made in 
the following manner: First of all the 
platforms and disks are all made from 
wallboard. Size to be governed accord- 
ing to the size of the window in which 
it is to be installed. The accompanying 
simple floor plan shows how to proceed 
with the platforms, which are made 
from wallboard attached to a wooden 
framework. Same can then be covered 
with some suitable material such as 
sateen, felt, duveteen, or any of the 
materials now on the market for this 
purpose. On the other hand, you can 
paint them with oil or water colors. 
Due to the fact that each one is made 
separately, you can place them in many 
different positions; we have placed the 
small ones on top of the larger ones, 
which provides a very good display 
space. 

Placed flat up against the back of the 
platforms we show the disks, which are 


also made from wallboard and treated 
in a like manner. These make an ex- 
cellent backing for the shoes on dis- 
play, also for the illustrations and Au- 
tumn foliage as shown. A curved strip, 
cut from wallboard and then painted, 
provides'a basis over which the sign 
is made. A finishing touch can be 
added by placing a small curved mat 
cut from wallboard in between the plat- 
forms on the floor of the window. The 
floor of window can be covered with 
any suitable material to harmonize 
with the remainder of the setting. You 
can use this setting with any back- 
ground proper or you may use a cur- 
tain as suggested. 

The copy can be lettered right on 
the face of the disks in contrasting 
color. Be sure to use brown tan and 
the warm colors for finishing this set- 
ting so as to tie in with the season of 
the year. The comic illustration of the 
children going to school can also be 
painted on the face of the disk. In ad- 
dition to the disks, we show a wall- 
board panel placed back of center disk, 
which can be treated in the same man- 
ner with large cutout leaves attached 
over face of same. Or you can do with- 
out this altogether. The footwear can 
then be arranged over the platforms 
and floor of window as you see fit. 





BOOT AND SHOE RECORDER, August.:!, 





1936 


The Accessory 
Campaign for Fall 
[CONTINUED FROM PAGE 17] 


black ¢ostumes as important as they 
are, there is a place and a real need 
for at least one or two livening acces- 
sories in the picture. They realize that 
subtle contrasting colors can be used 
beautifully together—a slate blue out- 
fit, worn with wine red gloves, bag, or 
shoes or, perhaps, with two of these 
matching accents—never more. Of the 
three, bag, gloves and shoes, the gloves 
stand the best chance of being selected 
in a color; bags come next and shoes 
third. 

Here is a glove manufacturer who 
has tied up with a leading bag manu- 
facturer in the promotion of a color 
christened “Indian Summer.” Watch 
for it. It’s the talk of the market at the 
moment. 

An Aztec pottery shade, it’s a soft 
but bright henna color, a light version- 
al chaudron, which will be an excellent 
accent for black and perfect with the 
many colored costumes that are trimmed 
with red fox and other tawny furs. 

This color also tones in with the best 
coppery colors in the hosiery market 
and with russet shoes. We consider it 
a good choice for shoe stores. After this 
color in promotional importance come 
wine shades, green and a few (oh, very 
limited) soft dark blues. For the after- 
noon picture there are eggplant, rasp- 
berry, yellow and other special colors, 
in bags and gloves . . . too limited, 
probably, to be practical for the shoe 
store. 

If we were a shoe retailer, we would 
take a leaf out of the book of all three 
of these schools of color thought. We 
would concentrate on black first and 
brown next. We would include a few 
neutrals in accessories. And then we 
would pick still fewer colors for spe- 
cial promotion, with the accent on one 
color, such as this Indian Summer 
shade, which ties in most closely with 
shoes and with the costume picture as 
a whole. 





Best's, Inc., Begin 
Expansion Program 


SEATTLE, WASH.—Best’s, Inc., which 
has an elaborate shoe salon for femi- 
nine footwear, has consummated one 
of the largest deals of the year, acquir- 
ing a lease on the entire structure 
fronting on Westlake Avenue and Pine, 
adjoining its present quarters, to 
satisfy growing needs. Plane for im- 
provement of the property and enlarge- 
ment of Best’s have already been 
launched. Acquisition of the adjoining 
building will enable the company to 
fulfill its ambition to have the largest 
specialty store in the Pacific North- 
west, catering more fully to footwear 
as well as other feminine needs with 


‘newest modes. 
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Shoe Veuwss 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, AUGUST 1. 1936 








NATIONAL NEWS 





Plan for Empire State Meeting 





Shoe Merchants of Rochester to Act as Hosts to State Association 
at Convention Next Month 


Rocuester, N. Y.—Harry H. Phelan 
and his staff of assistants, mostly 
Rochester shoe merchants, are now 
holding meetings each Tuesday morn- 
ing at the Seneca Hotel, to arrange the 
details of the convention of the New 
York State Shoe Retailers Association, 
which will be held at that hotel Sep- 
tember 27, 28 and 29. The Board of 
Directors will meet Sunday evening, 
September 27, when a dinner in honor 
of President T. Arthur Cohen, of Al- 
bany, will be held. 

The 1935 convention program 1s 
being built around the question: 
“Where Are We Headed?” Among the 
speakers will be John Slater, of New 
York, chairman of the Board of Di- 
rectors; William Pidgeon, of Roch- 
ester; Lee Langston, manager of the 
N.S.R.A.; Editor Arthur D. Anderson, 
of Boot AND SHOE RECORDER; James H. 
Stone, manager of the New England 
Shoe and Leather Association; Harold 
R. Quimby of Boston; Merrill Watson, 
executive vice-president of the Tanners 
Council, and others. 

There will be a banquet Monday eve- 
ning and on Monday a breakfast-open 
forum and on Tuesday a _ luncheon 
meeting. New officers will be elected 
Tuesday. The 1987 convention will 
probably go to Albany, it is announced. 
About 60 shoe manufacturers’ repre- 
sentatives already have taken rooms 
at the Seneca for the convention and 
double that number of exhibitors are 
expected. There will be no style show 
and there is no co-operative fee. 





Novel Sandal Display 


Cuicaco—At The Fair Store, instal- 
lation of a “Sandal Bar” with display 
facilities similar to those of fancy 
liquors at a cocktail bar, is credited 
with an increase in the sandals sale 
by R. W. Petrole, assistant buyer. The 
Sandal Bar is about ten feet by six 
and stands slightly lower than the 
more common brass-rail bar. Featured 
prominently behind it, as cool-weather 
drinks would be on the brass rail, are 
sandals of varied color, material, and 
design. 





Sunflower Shoes 
For Peggy Landon 





A New York shoe creator and Landon booster 
designed these sunflower kid shoes and dedi- 
cated them to the daughter of the Republican 
presidential nominee. 

The model is wearing high-tongued sunflower 
shoes of brown kid. To her left are Ginger kid 
stitched pumps trimmed with golden sunflowers 
and to her right are shield step-ins with the 
sunflower emblem. The shoes were sent to 
Miss Landon with the compliments of the Kid- 
skin Guild. 





Mishawaka to Omit 
Usual Shut-Down 


MISHAWAKA, IND.—The Mishawaka 
Rubber & Woolen Manufacturing Com- 
pany will omit its usual annual two- 
week shut-down this year, plant offi- 
cials announced recently. 

C. L. Wanamaker, factory manager, 
said that Ball-Band officials made their 
decision against the usual closing, not 
primarily because of greatly increased 
business, although he said business is 
slightly better than last year, but be- 
cauce they felt it “would make for a 
more satisfactory working schedule and 





also give our 4300 employees a chance 
to add to their earnings.” 

Sales of waterproofed goods are bet- 
ter this year than last, Mr. Wanamaker 
stated, and are responsible for im- 


proved sales. Ball-Band business 
would have been still better, he said, 
were it not for the governments de- 
cision not to purchase more footwear 
for members of the Civilian Conserva- 
tion Corps. 





Weyenberg Production 
Highest in History 


MILWAUKEE, WIs.—Per share earn- 
ings on its common stock amounting 
to $2.18 for the first half of this year 
as against $1.36 for the same period 
a year ago, are reported by the Weyen- 
berg Shoe Manufacturing Co. 

Production is the largest in the his- 
tory of the firm. Some members of the 
Weyenberg family recently sold certain 
amounts of their holdings in the com- 
pany so as to increase the number of 
stockholders with a view to eventual 
listing of the common on one of the 
country’s major exchanges. 

Net sales for the first half of 1936 
totalled $3,042,000, cost of sales $2,489,- 
000, leaving a gross profit on sales of 
$553,000. Net profit from operations 
totaled $187,452 after deductions for 
selling and administrative expenses. 

After adding other income and mak- 
ing provisions for debenture interest 
and taxec, the net profit carried to the 
surplus account amounted to $159,000. 
Comparable figures for the first six 
months in 1935 are not available. Total 
sales for that year were $7,211,000. 


Heat Wave Depleted 
White Stocks 


MILWAUKEE, Wis.—A heavy demand 
for men’s ventilated oxfords as a re- 
sult of the recent heat wave has prac- 
tically depleted the stock for many 
local shoe stores. White and brown 
were reported among the leading sel- 
lers. Many of the stores reported best 
sales in the past several years for this 
type of footwear. 








Takes Back Shoe Department 


CuIcaGo, ILut.—The Leader Store at 
18th and Pauline Streets, Chicago, III, 
announced on Aug. 1 that the shoe de- 
partment returns to store management. 
It was formerly under lease to the 
Schiff Company. 
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Good Summer Business 
On Long Island 


Jamaica, L. I.—Shoe sales this Sum- 
mer in the Long Island territory have 
been satisfactory from the standpoint 
of retail operators, a survey of the re- 
gion by the Boor AND SHOE RECORDER 
shows. 

Sports wear for women has been 
moving very satisfactorily in particular. 
Men’s sport attire also has gone along 
nicely. 

Long Island shoe store operators 
seem to have fared well in their cam- 
paign to induce patrons to make their 
footwear purchases in neighborhood 
shops, instead of in New York City 
stores. 

A surprising turn was shown this 
Spring and Summer in the sale of bath- 
ing shoes. In past years there have 
been some sales in bathing footwear, 
but this year the sales were almost 
negligible. 

«lain white shoes were the leaders 
in sports footwear, both with the men 
and women. Larger shops around 
Jamaica, Flushing, Hempstead and 
Patchogue conducted extensive news- 
paper adverticing campaigns for sports 
shoe sales. 


Shoe Stores Cooperate in 


Watertown Centennial 


WATERTOWN, Wis. — The Wichner 
Shoe Shop and the Leo Ruesch Store co- 
operated with other merchants in put- 
ting on special window displays for the 
Watertown Centennial celebration held 
recently. 

Both shoe stores had windows in 
which were displayed shoes of many 
years ago. There were several pairs 
of the old fashioned shoes ladies used 
to wear, the kind that laced high up 
on the calf. Many interesting pictures 
of early day: in Watertown also helped 
make the windows very interesting. 
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New Exclusive Red Cross Store 





lusive Red Cross shoe store which was 





The interior of the Hamilton Lapp C 


’ 
y's new 


recently opened in Hartford, Conn., and which reports a fine reception on its opening with 
prospects for a bright future. 


HARTFORD, CONN.— The Hamilton 
Lapp Company, exclusive Red Cross 
shoe retailers, opened recently in Hart- 
ford, at 248 Trumbull Street, their sec- 
ond store in this state, the other being 
located in New Haven. 

The new store, 20 feet wide by 80 
feet deep, is handsomely designed in 
dark walnut with contrasting light 
walnut trimmings. The floor is cov- 
ered with a wall-to-wall carpet of jade 
green which makes a fine contrast to 
the darker walls. The fitting chairs 
are of dark walnut, upholstered with 
ivory-colored leather and are 40 in 
number. Due to the size of the store 
these chairs are amply speced and in 
no way give a sense of crowding. 

An innovation in store architecture 
is the semi-circular bulging walls in the 


rear of which, a majority of the stock 
is kept. These walls enhance the ap- 
pearance of the store due to the fact 
that the square store effect is broken 
and a semi-parlor scheme predominates. 

Circular and rectangular cut-outs in 
the walls are lighted by hidden lights 
and in these featured styles are spot- 
lighted. The store itself is illuminated 
by low-hanging indirect lighting with 
an occasional floor lamp set in the cor- 
ners of the store. 

An up-to-date hosiery department is 
also an attraction in the new store with 
its hosiery stock hidden behind sliding 
panels, 

The new store reports a fine response 
on its opening day and following cus- 
tomer acceptance holds promise of a 
bright future. 
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MILWAUKEE, Wis.—Aimed at a farm 
market with an annual value of ap- 
proximately $350,000,000, shoe dealers 
in various of the smaller Wisconsin 
cities are engaging in co-operative har- 
vest festival campaigns to attract 
rural trade in late October and early 
November. Last year various of these 
events helped to boost Fusiness sub- 
stantially for many of the participat- 
ing shoe merchants. 

As an example, more than 100 White- 
water, Wis., merchants, including Mc- 
Graw’s, J. D. McGinn and Hill’s 
Brown-Bilt Shoe store, staged a har- 
vest festival on November 15 and 16 
which included a free movie Saturday 
afternoon and evening for the children 
and ten prizes to farm wives who 
canned the best goods during that year. 
In addition, the various firms presented 
merchandise prizes. 

Merrill’s 1935 harvest festival got 
under way in mid-October with an es- 
say contest, the subject of which was 
to tell in 100 words what could be 
purchased for $200. Cesh prizes of 
$5, $3 and $2 were awarded the win- 
ners. The festival was climaxed by 
the distribution of $1.250 in cash 
prizes the night before Thanksgiving 
Day. Patrons making purchases at 
co-operating stores or payments on 
accounts were presented with harvest 
festival tickets making them eligible 
to more than 100 cash awards, the first 
being $200. 

Newspaper advertising was used 
consistently during this trade expan- 
sion sale, which was concluded with 
an outdoor program at which the prizes 
were awarded. Shoe dealers partici- 
pating included the Central Shoe Store 
and Stieber’s Shoe Store. 

A feature of the four-day October 
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Retailers Cooperate in Promotion 


value festival staged by Fond du Lac 
merchants was the awarding of cash 
prizes for the best farm products sub- 
mitted. Three cash prizes totalling 
$10.00 were awarded by M. Fitzsimons 
& Sons for the best Hubbard squash 
entered, while the Jehn’s Shoe Store 
presented $5.00 in prizes for outstand- 
ing turnips. 

In Shawano last October 23, a free 
lunch was served visiting farmers from 
12.00 noon until 2.00 o’clock, during 
which all stores were closed and clerks 
and merchants assisted with the serv- 
ing. Music was furnished during the 
luncheon and a street parade held at 
10.00 o’clock in the morning for the 
farmers, with various prizes contrib- 
uted by the merchants. 

In the afternoon games were played 
with suitable prizes and dancing fol- 
lowed in the evening. The Saturday 
preceding the festival 200 license num- 
bers were selected at random from 
cars parked on Shawano streets. 
These numbers were displayed by the 
various merchants on the day of the 
festival and motorists identifying 
themselves were eligible to receive 
prizes. 

A Fall festival held by Tomah mer- 
chants on October 12 included a parade 
in the morning with $67.50 in prizes 
to outstanding floats, and a music fes- 
tival contest in the evening with $100 
in cash prizes. The festivals, staged 
on Saturdays, attracted thousands of 
buyers from the surrounding rural 
area, 

When divided between a hundred or 
more merchants, as is usually the care, 
the cost of such a sales promotion plan 
is comparatively small for the individ- 
ual shoe merchant and invariably re- 
sults in increased business since it is 
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timed to attract the farmer when he 
needs shoes for the Fall and Winter 
and his finances are good. 





Completes Early Fall Trip 


Los ANGELES, CALIF.—Harvey Conn, 
who travels Denver west for the Win- 
throp Shoe Co. division of the Inter- 
national Shoe Co., has just completed 
his early Fall trip. “All in all,” he 
reports, “it has been a marvelous sea- 
son on broad toe, rocker bottom lasts, 
most of which have been detailed on 
full brogue patterns in soft grains, 
grain calf, cordovan and Norwegian 
veals. There is every indication of 
the best season ever experienced on the 
West Coast for sale of heavy sueded 
leathers for the entire Fall season. 
From San Francisco north, retailers 
are buying heavy on leather double- 
soled reversed calf shoes, while to the 
south, nearly ell buyers placed sizable 
orders for these same style and type 
shoes, only detailing heavy crepe soles 
instead of the leather coles. 

“Narrow toes are definitely out of 
the running,” he said, “even in the cus- 
tom type lasts, especially in our grades. 
This swing to the wider toes has been 
steadily gaining strength for several 
seasons. Consumers like these toes 
from both the style and the comfort 
angle.” 


Poplack Opens Portland Store 


PORTLAND, ORE.—Removal of the Red 
Boot Shoe Store from Butte, Mont., 
and its large stock, has recently been 
consummated by Dave Poplack. He has 
taken over the shoe store at 315 Alder 
Street, and finding he cannot have the 
agency for top-notch footwear which 
he previously sold in Montana, he is 
closing out a number of leading trade- 
marks. 
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The Next Step Forward 


[CONTINUED FROM PAGE 15] 


efficiency in these modern days? The 
shoe man can realize his limitations 
and refer to competent osteopaths and 
physicians those irregularities from 
normal. Then these professional 
people can endeavor to restore the 
body to the normal and refer people 
to shoe stores and shoe men competent 
to put a foundation of footwear into 
practical and purposeful use. 

A step in that direction, particularly 
in the case of mis-mated feet, is for 
the shoeman to use not only the mea- 
suring stick but the tape, to determine 
the bulk and proportion of each foot. 
If it takes two pairs of shoes to fit one 
pair of feet, then the ultimate in ser- 
vice is for the merchant to fit the cus- 
tomer with two shoes and return the 
split sizes to the factory for rematch- 
ing. 


Opportunity for Shoe Men 


It is my belief that the tape will be 
more in use in shoe stores in the next 
decade than ever before. It is also my 
belief that the next decade offers the 
greatest opportunity to the shoe man 
who has an ability to correct the bites, 
mis-proportions and discomforts that 
come in standard shoes that have to 
be reconciled to varied and individual 
feet. Some capable shoe merchants in 
this country already gouge out the 
inner-sole to pocket a troubled part of 
the foot; build up with pads, pronated 
feet and give individualized attention 
to those parts of the foot that bite or 
bulge or gape. These merchants have 
made the service room in the back of 
the shoe store as valuable as the fitting 
stool itself. 

I recommend to every orthopedic 
physician an acquaintance with master 
shoe merchants who do these things 
in betterment of foot comfort and per- 
formance. When I tell you that a 
famous movie star who had a foot run 
over by an automobile—disarranging 
the bones and brusing the tendons and 
muscles—was restored to complete 
walking health by a _ serious-minded 
shoe merchant who built for her 27 
progressive pairs of shoes—each neces- 
sitating successive changes as foot- 
functioning increased—I am just giv- 
ing you a picture of the extended ser- 
vice that can be rendered by competent 
shoe men who do something more than 
transfer shoes from shelves to feet, in 
the performance of their semi-profes- 
sional duties. 

I can see a whole field of usefulness 
developing by cooperation between the 
medical profession and the practical 
shoe man in the individualizing of 
footwear to human needs. 

The next seven issues of the Boor 
AND SHOE RECORDER will not only tell 
WHY IT IS DONE but illustrate HOW 
IT IS DONE so that customers can 
get that super-service their foot con- 
dition may need. Frankly, this field of 


work is not down the line of ailing feet 
alone—for in the conditioning of shoes 
to normal feet lies the biggest oppor- 
tunity of all. We have been making 
progress through the years, in the 
betterment of lasts and shoes and shoe- 
making and it can be truthfully said 
that footwear is still open to many 
improvements in the public interest. 

Just as the field of human health re- 
veals its daily victories for mankind, 
so in this industry of ours, we efficient- 
ly and progressively strive for better- 
ment. 

That little shoe shop in Greenfield 
Village was making comparatively 
crude shoes for a relatively crude 
civilization. In 100 years we have 
progressed to the point where every 
man, woman and child can find the 
right shoe for the right purpose in 
every community in the nation. But 
we are not content with the seeming 
perfection of our present-day shoemak- 
ing. We are striving to individualize 
our work just as you, in the profes- 
sional field, may generalize on health 
and posture and particularize when 
you have got a patient on the table. 

So I recommend your looking over 
the shoe man’s shoulder during the 
next seven weeks, when he is reading 
“THE NEXT STEP FORWARD” in 
the Boor AND SHOE RECORDER. 





John Harriss Sails for Europe 


Boston, Mass.—John E. Harriss, 
sales manager and style director of the 
Gregory & Read Company of Lynn, 





JOHN HARRISS 


Mass., sailed for Europe, Wednesday, 
July 22, on the Statendam. He will 
be gone for about a month and will 
visit London and Paris on a style quest 
and to note the trends in footwear for 
the coming season. 
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Rural Sales Up in June 


WASHINGTON, D. C.—Daily average 
sales of general merchandise in small 
towns and rural areas for June were 
about 12% per cent higher in dollar 
volume than for June, 1935, and were 
55 per cent above those for the same 
month of 1934. These changes were re- 
vealed by preliminary estimates of the 
Bureau of Foreign and Domestic Com- 
merce, based on rural chain store and 
mail-order sales. 

Sales for June showed practically no 
change from May, which is usual at 
this season of the year. The season- 
ally adjusted index was 112% for June 
on the basis of 1929-31 as 100, 113% 
for May and 110 for April. 

Sales for the first six months of the 
year were 11 per cent above those for 
the corresponding period of 1935, and 
were 36 per cent more than for the 
six-month period of 1934. 

The figures are all computed on a 
daily average basis which makes allow- 
ance not only for the varying number 
of business days from month to month, 
but also for the varying sales impor- 
tance of the different days of the week. 
In addition, the seasonally adjusted 
index makes allowance for usual sea- 
sonal changes from month to month 
as observed during the past several! 
years. No allowance was made for the 
changing date of Easter. 

The index is constructed from figures 
furnished by three large mail order 
companies for sales by mail only, and 
by a large group of chain units oper- 
ating in small towns and cities of the 
agricultural regions of the country. 





Motion in the Window Display 


SoutH BEND, IND.—Motion was pro- 
vided for a window display by Reed 
& King through the use of an electric 
fan, some stretched strings and three 
red and green toy balloons. The strings 
were stretched from the outside edge 
of the guard frame for the fan to a 
much larger circle on the ceiling of the 
window space, thus forming a cone 
effect down to the fan. The strings 
are run close enough together to pre- 
vent the balloons from escaping from 
the cone-shaped space and yet are thin 
enough to escape as much detection as 
possible from the passing public. 

Increased mysterious interest is 
added to the display by concealing the 
fan in the background on the floor of 
the space behind crepe paper and the 
usual display in the window. The elec- 
tric fan keeps sending the balloons up 
to the ceiling in the cone-shaped space. 
Then they drop back toward the fan 
only to be sent up again. Value is 
added to the display by painting the 
name of the firm on the balloons, so it 
can be read quite easily by people out- 
side. The motion display can be given 
a volcanic effect by banking the display 
up around the space near the fan, to 
make it appear like the crater of a 
voleano, shooting forth the advertising 
balloons. 
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What's New 


New White Buck Cleaner 


A new white buck cleaner has re- 
cently been put on the market by E. 
Claus’ Sons, Ottawa, Ill, which is 
known as E.Z. Buck Kleener. 

There is quite an interesting story 
behind this buck cleaner, which is be- 
ing introduced by this old-established 
firm of shoe retailers. It seems that 
in Ottawa there is a certain grade of 
silica that forms the best base for white 
buck cleaner that has come to the at- 
tention of Rudolph Claus. After much 
experimentation and many demonstra- 
tions the cleaner was finally perfected 
and is now obtainable by shoe retailers 
everywhere. It is packed in a neat bag, 
which in turn is enclosed in a dust- 
proof envelope. In using, the bag is 
rubbed over the surface of the shoe, 
like an eraser. 


Cleaner for Fall Suedes 


Powders packed into sachets and put 
up in attractive containers which can 
be carried in women’s handbags are 
the newest solution of the problem of 
keeping suede shoes clean and attrac- 
tive. 

H. W. Werner of the Bunny Prod- 
ucts Company of Port Huron, Mich., 
says: “The greatest advantage of these 
cleaners is that they can be used in- 
stantly, as soon as the unwelcome soil 
appears on the shoe, requiring no wait- 
ing for the cleaner to dry, no cloths 
to apply the compound, no brush to 
raise the nap because the cleaner does 
not moisten the surface, the cloth is 
the bag itself and the rubbing of the 
bag over the shoe raises the nap in 
cleaning.” 


Novel Slipper Popular 


SEATTLE, WaSH.—One of the latest 
shoe or slipper hits in Seattle is the 
“Baboosh,” introduced at the store of 
Harry Perkins on Fifth Avenue. Mr. 
Perkins is spotlighting. the new type 
boudoir and pajama slipper which is 
patterned after the ease and elegance 
of a Turkish harem slipper, in kidskin 
and satin. Its introduction fits ad- 
mirably into Shrine Week with its 
Oriental divans, Arabian Sheiks in full 
regalia, and the city filled with Turkish 
decorations. 





Family Shoe Store Opened 


West Patm BEACH, F1LA.—Baker’s 
Smart Shoes is the name under which 
a new shop will be operated at 215 
Clematis Street. M. L. Baker of Or- 
lando, who also operates a shop in that 
city, is the owner. C. N. Purdy will 
serve as local manager. 

This will be operated as a family 
store, carrying a complete line of shoes 
for men, women and children. 
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Shapiro Making Leather Survey 


Los ANGELES, CALIF.—Samuel Sha- 
piro, leather merchant of New York 
City, who is making an extended coun- 
try-wide survey of leather trends, spent 
considerable time in this city exchang- 
ing ideas with old friends among the 
retailers. 

Current local fashions were discussed 
at length, so Mr. Shapiro gained con- 
siderable ‘first-hand information on 
what the Los Angeles buyers have in 
mind for leather colors, textures and 
finishes for the Spring of 1937. He 
was particularly interested in local ma- 
terial trends for the second Fall sell- 
ing period and was able to give buyers 
his carefully worked out conception of 
what would best meet with public ap- 
proval in leathers during this period. 


Brown Thompson's 
Makes Changes 


HARTFORD, CONN.— Brown Thomp- 
son’s of Hartford, now under the man- 
agement of the G. Fox & Company, 
Inc., is making revisions throughout 
the store. Thomas Mulvey, until re- 
cently head of the shoe department of 
Steiger’s in Springfield, Mass., is now 
in charge of the shoe department. There 
will undoubtedly be many changes in 
this department within the months fol- 
lowing, in accordance with the progres- 
sive policies of the G. Fox & Co., Inc. 
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MAKE LIFE EASY WITH 


LAZY 


TRADE MARK 


BUNES 


AEG US PAT OFF 


NO-SHANK SHOES 


Here is a shoe 
built for a —- 
purpose . 
the very active 
woman whose feet 
are relieved of 
stress and strain 
by the gentle 
arch - massaging 
which results with 
every step, thus 
invigorating the 
tissues and blood 
vessels of the feet 
keeping them 
healthy. Please note that when the Lazy 
Bones shoe heel levels to the floor, the ball or 
sole is %’s of an inch off this level (Fig- 
ure No. 1). 


For the customer 
who does not need 
a stiff shank shoe, 


ke 

healthy, this Lazy 

Bones shoe will 

please her immense- 

ly. And to avoid 

any cramping of 

blood vessels, we 

make this shoe ab- 

solutely smooth in- 

side. bi m... 

tongue of one 

outside counter pockets. Figure No. 2 o—- 
the heel impacting the pavement or floo 
Here the ball and toes are relaxed. 


Figure No. 3 shows 
the next move for- 
ward, the forepart 
of the foot tensing. 

Pwa 
push or gentle 
massaging of the 
arch which results 
when both heel and 
ball carry the 
body’s weight. A 
money maker for 





you, as a feature 





MAKE LIFE EASY WITH 


BUNES 


NO-SHANK SHOES 


IN STOCK 


No. 452—-Brown Elk—Tailored Crease 
Blucher Oxford Seven Iron Damproof 
Flexible Sole, 10/8 Heel. Unlined— 
Outside Counter Pocket. 


No. 453—Same as above in Black Elk. 


shoe. 


MAKE LIFE EASY WITH 


IN STOCK 


No. 454—-Mocha Elk—Perforated Fringe 
Tongue Blucher Oxford Seven Iron 
Damproof Flexible Sole, 10/8 Heel. 
Unlined—Outside Counter Pocket. 


No. 455—Same as above in White Elk. 


Regardless of price LAZY BONES are the finest shoes of this type made—outside 
counter pocket, full vamp and tongue all in one piece eliminating all seams that 


irritate the foot making the inside as smooth as a kitten’s ear. 


The top-line is 


reinforced so that the quarter cannot stretch. 


SEVEN STYLES CARRIED IN STOCK 


White, Brown, 


Mocha and Black Elk, Sizes 5/9 AAAA; 


4%4/9 AAA; 


4/9 AA-A; 3144/9 B-C—All Priced at $2.50 Per Pair. Write for Cata- 


log and Samples. 


THE JUVENILE SHOE CORPORATION 


OF AMERICA 


Central Terminal Bldg., 710 N. 


12th Blvd., Saint Louis, Missouri 
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yet highly important 


to the comfort and ap- 
pearance of any shoe 


ee ee 


aah 
oS eee 


When writing advertisers please mention Boot and Shoe Recorder 
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Novel Features Planned 
for Retailers’ Outing 


BUFFALO, N. Y.—Two hundred hom- 
ing pigeons, which will carry messages 
to all important cities and towns in 
New York State, advertising the con- 
vention of the state association at 
Rochester, Sept. 26-28, will be released 
at the 27th annual outing of the Buffalo 
Shoe Retailers Association at Oriole 
Park, Aug. 13, according to plans being 
developed by Harry J. Deters, general 
chairman. In addition to this novel 
stunt, Mr. Deeters plans to send up 500 
balloons which will carry certificates 
entitling the person who finds the bal- 
loon to some prize. The first stunt was 
originated in an effort to help the cause 
of the state association. The second 
is for the benefit of those located in 
Western New York. Manufacturers 
are cooperating with Mr. Deters in 
furnishing some of the prizes. 

Four letters already have been sent 
out by Chairman Deters to salesman- 
agers, salesmen, manufacturers and 
retailers. The responses indicate that 
this outing will be the greatest ever held 
by the association in its 27 years of 
existence and will be a fitting mile- 
stone of Mr. Deters’ 10 years of con- 
secutive service to the shoe industry in 
Buffalo, four years as secretary of the 
Buffalo Shoe Travelers and six years 
in the same capacity for the retailers. 
Representatives of the retail interests 
will be present from Syracuse, Roches- 
ter, Medina, Lockport, Niagara Falls, 
Tonawanda, Jamestown, Dunkirk, 
Olean, Lackawanna, Orchard Park, 
Hamburg, Lancaster, Williamsville, 
Clarence, Albion, Batavia, East Aurora 
and Angola, all in New York State, and 
Erie, Pa. 

The affair will be held, rain or shine. 
Activities will begin at 11 A. M. and 
continue far into the night. The usual 
athletic events will take place in the 
afternoon, including a ball game, pony 
race, quoit contest, and in the evening 
an elaborate floor show has been ar- 
ranged. 

The committees handling the dif- 
ferent details follow: Sports, Ed. 
Schelman, chairman; Carl Hoffman and 
Benjamin Etkin. 

Floor show, Oliver Lareau, chairman 
and Clarence Lanich. 

Tickets, Joseph Schaetzer, chairman; 
George Seifert, D. J. Thome, George 
Cooke and William Goldbach. 

Refreshments, M. Santercole, chair- 
man; Frank Fiorella, Edw. Heller and 
Fred Manning. 

Prizes, Robert Homes, chairman; 
Samuel Laufer and John I. Jacobs. 


Jay's to Open 7th Unit 


BuFFALO, N. Y.—Jay’s Shoes, Inc., 
has leased the property at 11 East 
Mohawk Street for the seventh unit 
of its retail shoe chain in Western New 
York and Northwestern Pennsylvania, 
it was announced by M. Martin Janis, 
president and general manager of the 
company. The new unit also will be 


From the line of 


FRENCH, SHRINER & URNER 


BARBOUR DRESSWELT 
ADDS STYLE APPEAL 


BaRBOUR WELTING COMPANY, BROCKTON, MASS. 








used for executive offices of the com- 
pany and as a warehouse distributing 
center for the five Buffalo stores. Here- 
tofore Jay’s Shoes, Inc., maintained its 
offices and warehouse on Main Street, 
a location formerly occupied by Sterling 
Shoes, Inc. The new warehouse and 
distributing center provides the com- 
pany with more efficient space for 
receiving shipments and making de- 
liveries to its chain of stores. 


Sam Bailey Tells Southern 
Shoe Story 


M1AMI, FLtA.—Sam Bailey of the Sam 
Bailey Boot Shop, 202 East Flagler 
Street, who has perhaps shod as many 
prominent men in the United States 
as any other shoe man in the country, 
has an interesting story to tell of the 
shoe picture as it applies to men right 
now. Men visiting Miami come to this 
shop for shoes to wear in the tropics 
and to take back home, so the picture 
is pretty accurate as to what men are 
wearing. 

There is a definite change from last 
season when men wanted the all-white 
shoe and more of this type were sold 
than anything else. Today the trimmed 
shoe accounts for at least 60 per cent of 
volume, with the all-white trailing at 
40 per cent. Another change is that it 
runs about 50/50 to black and white 
and brown and white. A few all-black 


are sold but not many. There is some 
activity in the all-brown. Many rubber 
soles are called for. These are good 
for sports of all kinds, yachting, golf 
and other things. It makes a good 
all-around shoe. A popular number is 
white with a saddle of black. 

Palm Beach cloth and luggage calf 
have met with tremendous customer 
approval. This combination is smart, 
cool, and sells at a popular price. An- 
other favorite is the ski bloucher ox- 
ford in tan and white. A Hanan ven- 
tilated shoe, without lining, has been 
very popular. This is smarter than 
the punch ventilated shoe of last sea- 
son, is more dignified than the usual 
run of such shoes and many men are 
buying two pairs, black and tan. 

There is more reaction to a modified 
toe than to the more pointed type. 

There is considerable activity in rid- 
ing boots for both men and women. 
An authentic cowboy boot, spiked heel, 
embossed top and all, has been popu- 
lar. These are not heavily stocked but 
ordered on direct sale. 

In the women’s shoe department 
about 60 per cent of volume runs to 
all-white, not quite so heavy as for sev- 
eral seasons past. Brown accounts for 
most of the remaining 40 per cent. 
There is no demand for an all-black 
shoe. A wide-strap model has been 
very good. More ties are being sold 
than pumps. 
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Shoe Accessories 
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Mandel Bros. Shoe Departments 

Air-Conditioned 

_ Cuicaco — Air-conditioning of wo- 
men’s and men’s shoe divisions in Man- 
del Brothers Department Store, intro- 
duced this week during a_ ten-day 
period of 100 degree temperatures, re- 
sulted in immediate increase of business 
according to R. J. Adams, buyer of 
men’s shoes. 

“With the first day of air-cooling, 
literally hordes of people on State 
Street found they could enter our 
store for a respite from the melting 
heat,” he stated. “While inside their eyes 
wandered over the stock and often they 
saw something they particularly wanted 
and bought it on the spot. Proof of 
this is that our displayed styles had 
an almost unprecedented sale.” 
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Obituary 


Joe P. Byrne 


Rocuester, N. Y.—A man who by 
his eloquence, intellect and fund of wit 
had charmed many gatherings of shoe 
men, Joe P. Byrne, of Rochester, N. Y., 
died Wednesday, July 22, at Pasadena, 
Calif., where he had lived since retir- 
ing from shoe selling several years ago. 
Joe Byrne was a former president of 
the National Shoe Travelers Associa- 
tion, of the Rochester Association of 
Traveling Shoe Salesmen and of the 
Rochester Shoe and Leather Club. He 
was 69 years old and had been ill but 
a brief time and his death came as a 
surprise and shock to his host of 
friends. 

More than 40 years ago Joe Byrne 
sold the women’s line of Harding & 
Todd, Rochester, in Michigan and Ohio. 
Then he went with E. P. Reed & Co. 
in those same states and about 1905 
with John Kelly, Inc., with which house 
he continued until its liquidation ten 
years ago. He was a moving figure in 
organization work and was an enthu- 
siastic booster not only for Rochester 
shoes but for high ethics in the indus- 
try. He was a capable stylist and 
loved his calling. He was also known 
as the poet laureate of the shoe in- 
dustry and many of his poems were 
years ago published in the shoe papers. 
His “Tale of the Sample Shoe” was 
considered a classic. 

With one exception, Mr. Byrne is the 
sole survivor of the old John- Kelly 
selling organization. Charles M. 
Zahniser, of Rochester, alone remains. 
The funeral took place at St. Andrews 
church, Pasadena, Friday morning last 
with interment in that city. He is sur- 
vived by a daughter, Mrs. Edith Cun- 
ningham, 24 Brighton Street, Roch- 
ester, and a son, J. Edmund Byrne, of 
New Rochelle, N. Y., also two brothers, 
a sister and five grandchildren. 


Walter Smardon 


MONTREAL, CANADA—Walter Smar- 
don, of 4560 St. Catherine Street, 
Westmount, former president of the 
Smardon Shoe Company, Limited, died 
today in his 79th year at the Royal 
Victoria Hospital. 

Mr. Smardon was born in Markham, 
Ontario. He had lived in Montreal for 
almost half a century. After having 
acted as superintendent of J. and T. 
Bell, Limited, shoe manufacturers, for 
more than 21 years, he left that com- 
pany in 1904 and established his own 
company under the firm name of Smar- 
don Shoe Company, Limited, acting as 
president until his retirement from 
business in 1932. He was a former 
governor of the Montreal General Hos- 
pital. He was at one time an elder of 
Knox-Crescent Church, and later of 
Erskine and American Church. 

Surviving him are two daughters, 
Sarah and Elizabeth Smardon; two 
sons, Reginald and Frederick Smardon, 
and six grandchildren. 
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F. S. ELAM SHOE CO. 











Mrs. Sarah E. Ballou 


PROVIDENCE, R. I.—Mrs. Sarah E. 
Ballou, wife of Frank E. Ballou promi- 
nent Rhode Island shoe retailer, died 
Sunday, July 19, at her home. 

Mrs. Ballou was born in Providence, 
March 17, 1860, and was married to 
Mr. Ballou 56 years ago. 

Throughout her life she was an ac- 
tive church member in the Calvary 
Baptist Church. She was past matron 
of the Providence Chapter of the Order 
of the Eastern Star and past grand 
matron of the Grand Chapter of the 
organization. 

Mrs. Ballou is survived by her hus- 
band, two sons, a daughter and four 
grandchildren. 

Funeral services were held Wednes- 
day, July 22, and burial was in Swan 
Point Cemetery. 





Walter P. Fraser 


PITTSBURGH, Pa.— Walter Pringle 
Fraser, 64, formerly associated with 
W. M. Laird, leading independent shoe 
retailer here, who with Mr. Laird or- 
ganized the North American Savings 
Bank, died at his home July 19. He 
is survived by his wife, two daughters, 
two sons, a sister and a brother. Fun- 
eral services were held July 21 fol- 
lowed by burial in Allegheny County 
Memorial Park. 















Jacob Blyn 


New YorkK—Jacob Blyn, treasurer of 
the Barclay Shoe Company, Inc., which 
operates the Blyn stores, died suddenly 
at his home, 270 Riverside Drive, last 
week. 

Mr. Blyn was born in New York City 
65 years ago, a son of the late Isaac 
Blyn, who founded the Blyn Shoe Com- 
pany in 1854. After the death of his 
father, Jacob Blyn and his three broth- 
ers inherited the business. 

In September, 1923, the business was 
incorporated as Blyn Shoes, Inc.’ In 
July, 1931, the assets were sold and in 
October, 1931, the business was incor- 
porated as the Worth Shoe Co., Inc., 
with Henry Blyn as president, Jacob 
Blyn as treasurer, and E. E. Ryan as 
secretary. 

The business continued until Febru- 
ary, 1936, when the Barclay Shoe Co., 
Inc., was formed with the same officers 
heading the corporation. March 1, 
1936, Worth Shoe Co. ceased to be an 
operating company and became only a 
stockholder in the Barclay Shoe Co., 
Inc. There are now six stores in the 
chain. 

Mr. Blyn is survived by three sisters 
and his three brothers. Funeral services 
were held at the Riverside Memorial 
Chapel and burial was in Temple Beth- 
El Cemetery, Ridgewood, L. I. 
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Butler Shoe Stores 
Hold Banquet 


MiaMi—The annual banquet of But- 
ler’s Shoe Stores of Miami and other 
cities took place Saturday night in the 
Royal Palm Club. The event marked 
the tenth anniversary of the business. 
More than 100 employees attended. Ber- 
nard Feldman of the company and 


Joseph Kalish, district manager, were - 


in charge of the entertainment pro- 
gram. 

Following the banquet a meeting was 
held by the store managers for the pur- 
pose of selecting styles for their respec- 
tive stores. Executives announced that 
Butler’s sales for the first six months 
of this year showed a 25 per cent in- 
crease over the same period last year. 

Among those present were David L. 
Slann and Bernard Feldman, execu- 
tives of the organization; Joseph 
Kalish, district manager; Maurice L. 
Pastroff, auditor; Sari Levine, office 
manager; Sidney Kahn, merchandise 
manager; Paul Weinfeld, manager of 
Butler’s Miami store; Sigmund Gunder- 
son and James Roper of the West Palm 
Beach store, Robert Manry and Mau- 
rice Solin of the Jacksonville store, 
Earnest Thomas, Orlando; Sam Conig- 
lio and Sam Edelstein of the Tampa 
unit, Frank Martin of the Columbus, 
Ga., store; Franklin Skinner, Macon, 
Ga., store; Lyle Clark, stockroom man- 


ager. 
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*“Good Will is the disposition of 


A Pleased Customer 
to return to the place where 
he has been well-treated.”’ 





» Pre builds Good Will because 


every Trimfoot Customer is a pleased customer. 


Trimfoot creates pleased customers be- 
cause it gives instant relief to 75 % of your 
customers who are known to suffer from 


metatarsal pains and callouses. 


MAKE THIS TEST! Send us your shoe size or the 
shoe size of one of your hard-to-fit customers. A 
pair of Trimfoot will be sent to you absolutely 
Free. We know this test will build your Good 


Will. Write today! 


WIZARD COMPANY:. 


List Price 
$6.00 
Dozen 

Pairs 


Retail Price 
$1.00 Pair 
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Men's Shoes 








“HIGHEST GI GRADE ONLY" 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
infants’ Soft Soles.. 0-3 
intermediates ...... 1-5 
Flexible Hard Soles. 2-8 

Send for In-Stock 
Cutalog 
MRS. DAY’S IDEAL BABY 


Locust St. Danvers, Mass. 











“PLA-SHU” 
Inexpensive All Leather 


Made on new UCO process, no staples. Made over 
BROUWER’'S Research Last £8. 
IN-STOCK 


Muleskin 
Sand with Brown Trim 
No. 2000 sizes 6 -11 


2001 “ U¢%- 2 

2002“ 2%- 6 

2004“ 6 +12 
Same in 





Elk 
Smoked with Tan Trim 


Packed 12 pairs to the case. Sizes 6-11 with 
leather spri x =. mers, rubber heals. 


Popular priced, 4 - 
Teather sives foot, vetietien "PLA -BHU”’ ctreular 
sent on request. 


MONDL MFG. CO. - - - Oshkosh, Wis. 

















Wisconsin Factory 
Employment Gains 


Mapison, Wu1s.—Wisconsin factory 
employment increased 2 per cent and 
aggregate factory payrolls increased 
2.4 per cent during the April 15 to 
May 15 period this year, compared to 
a 14-year average gain of .4 per cent 
for employment and 1.6 per cent for 
payrolls, according to the state indus- 
trial commission. 

Factory payrolls in Wisconsin were 
higher in May, 1936, than in any 
previous month since June, 1930, the 
commission reported. The total fac- 
tory employment in Wisconsin manu- 
facturing industries in May was 43.3 
per cent greater than in May, 1933; 
7.8 per cent greater than in May, 1934, 
and 5.8 per cent above May, 1935. 

Factory payrolls of May, 1936, were 
98 per cent above those of May, 1933; 
25.8 per cent greater than the same 
period in 1934 and 15.9 per cent higher 
than May, 1935. 
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P. J. Myer Entertains Dayton 
Shoe Retailers 





A group photo of the members of the Dayton Shoe Retailers’ Club who attended 
the outing held at P. J. Myer's country home on July 15. 


DayTon, OHI0O—More than 90 shoe 
retailers, traveling men and friends at- 
tended the picnic and outing given by 
P. J. Myer, better known as “Pete,” to 
his hundreds of friends in this city and 
throughout the shoe world, at his home, 





"Pete" Myer, left, and John Schoen- 

hals, the only remaining original mem- 

bers of the Dayton Shoe Retailers’ Club 
which was formed in 1903. 


“Sleepy Hollow” on July 15. Several 
years ago, Pete staged a bear steak 
dinner at the Gibbons Hotel which has 
been the topic of discussion ever since. 

Last December, Mr. Myer announced 
at a meeting of the Dayton Shoe Re- 
tailers Club, of which he is a past 
president, that he intended to entertain 
the boys at his country home on Stroop 
Road. While the state convention 
broke in on the plans for the affair to 
be held in June, a date was set and 
the word sent out that he would have 
his party on July 15. 

Among those attending the picnic 


and outing were: C. H. Reiling, Sr., 
vice-president and general manager, 
Elder & Johnson Co.; Brooks H. Har- 
mon, secretary, Dayton Retail Mer- 
chants Association; Dr. J. A. Judy, 
orthopedic surgeon, and officers of the 
club, Louis A. Miller, president; John 
Schoenhals, treasurer, and Don S. 
Broughton, secretary. 

Despite the extreme heat, the eve- 
ning was cool and the shoe men en- 
joyed card games, African golf and 
horseshoes. A buffet lunch was served, 
as well as beer. 

There will be no meeting of the Day- 
ton Shoe Retailers’ Club in August, due 
to the vacation period. At the Sep- 
tember session, election of new officers 
will take plece and plans made for the 
Fall and Winter program. 





Starts Fall Run of Boots 


LYNN, Mass.—The Bender Shoe Co., 
has started its Fall run on boots, of the 
health and comfort class, with some 
slight gain in orders over a year ago. 
The bulk of the company’s business con- 
tinues on low cuts. 

Ira Auerbach has become superin- 
tendent of the factory, succeeding Ed- 
ward Bastable who recently resigned. 
Mr. Auerbach was formerly with F. S. 
Kauder & Co. of Brooklyn. 





Rothschild's to Open New 


Women's Department 


Kansas City, Mo.—Rothschild’s will 
open a women’s shoe department on 
the Main Street floor. The location 
will be close to the elevator and in 
one of the most prominent parts of 
the store. L. P. Hallack will be man- 
ager of the new department. No date 
has been set for the opening as some 
remodeling has to be done. 
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shoe loduatey’s 
. conveniently assembled under one 
offer you a splendid oppor- 


roof... 


tunity to look before you buy. 


B28 BROADWAY a34°ST 
NEWYORK 
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THE SHOE BUYING CENTER 
IN NEW YORK. 


the crossroads of the trade . . 
the seasons newest and most significant 
shoe styles are now on display. 


Shop the momen Building for authen- 


1936 


where 


THAT BUILDS AND 
HOLDS BUSINESS 


Here is a line that retails at the popular prices the great 
mass of men like to pay for their shoes. 
are flexible, 100% nailless, correctly cushion the foot, 
and the Arch-Brace properly supports a weak arch and 
comforts the normal foot. Loyal repeat customers are a 
natural result. 

Catalog of men's and women's scientific patented Nu- 
Matics sent on request. Beware of imitations. 

SALESMEN: CHOICE TERRITORIES OPEN. 


Exclusively manufactured by Rohn Nu-Matic Shoe Mfg. 
512 W. Florida St., 


Nu-Matic Shoes 


Company, 
Milwaukee, Wis. 





@ showrooms of the 
leading manufacturers 





Note the name on the areh-brace, 
visible te your customer's eye; 
therefore, a heipful selling feature. 
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CUSHIONED SHOES 





E-J Increases Home 


Building Program 


ROCHESTER, N. Y.—The best barom- 
eter of a community’s thrift and prog- 
ress is indicated by whatever develop- 
ment is being made along construction 
lines. The construction of homes for 
the Endicott-Johnson workers, which is 
taking place on a larger scale, in the 
last year and a half, than at any pre- 
vious time, justifies the statement, so 
oftentimes made, “Where a man’s home 
is, there his heart is.” 

George F. Johnson, recognized as one 
of the world’s leading industrialists, 
has been ell of his lifetime a believer 
that every man, regardless of his sta- 
tion in life, should be given, if at all 
possible, an opportunity to possess a 
home of his own. 

As a result of this desire for homes 
for his “coworkers” in this vast organ- 
ization, the Endicott-Johnson Corpo- 
ration built close to 3000 E-J homes 
over a period of several years. These 
homes have been constructed at vari- 
ous times in end around Johnson City 
and Endicott, N. Y. 

The latest announcement has been 
made by George W. Johnson, president, 
that seven new homes would soon be 
constructed in West Endicott. At pres- 
ent, 28 homes are under conctruction 
on the Casey Farm tract, in Johnson 
City. 


When these homes are turned over 
to the workers, they are completed and 
modern in every respect. Sidewalks 
are laid, lawns are graded and seeded. 
Gas, water and electricity are always 
included in the construction of these 
dwellings. 

The general conctruction is of wood, 
with a concrete foundation. Floors are 
of oak and oak trim is used throughout. 
The houses cost between $3,000 and 
$3,200 to build. They are sold on easy 
terms to E-J workers at actual con- 
struction costs with a 3 per cent inter- 
est charge on the principal. The home 
building program of Endicott-Johnson 
has won favorable comment all over the 
country. © 

Recently, President Roosevelt wrote 
George F. Johnson commending him 
for originating and carrying out this 
program. 


Opens Portland Branch 


Los ANGELES, CAL.—The D-B Shoe 
Co., of which M. E. Briggs is the head, 
is opening a sales office at 135 West 
Fifth Avenue, Portland, Ore., with G. F. 
Battice in charge. This firm specializes 
in distributing Pontiac shoés and are 
the factory agents for the West Coast 
and Pacific Northwestern territory for 
these shoes. A stock is carried on the 
floor at the Los Angeles office at 218 
East Eighth Street. 


Brown Shoe Personnel Changes 


CHICAGO.—Brown Shoe Company of 
St. Louis announces the following 
changes in personnel, effective July 13: 

Ed. Pankau, manager of the Chicago 
Sales Office for the past three years, 
has been advanced to a position in the 
main offices at St. Louis as associate 
to C. E. Bradley, manager of all Store 
Plan operations for Brown Shoe Com- 
pany and its subsidiaries. Mr. Pankau 
will assist in directing field work, mer- 
chandising and retail sales promotion 
for all merchants operating under the 
Store Plan. 

Howard J. Legg, who for many years 
has been actively engaged in the shoe 
business, first in the capacity of vice- 
president of A. M. Legg Shoe Manufac- 
turers of Pontiac, Illinois, and more re- 
cently as mid-west representative for 
the Forest Park Branch of Brown Shoe 
Company of St. Louis, will take over 
the management of the Chicago sales 
office. Mr. Legg’s many friends in Chi- 
cago will welcome him in this new ca- 
pacity. 

The divisional salesmen representing 
the Chicago sales office will remain un- 
changed, with Sidney Armstrong han- 
dling suburban accounts; Simon Crane 
the south side; Harry White the north 
side and Harry Delfs safetoe shoes for 
the industrial trade. 




















Spats 





SEND FOR| 
SAMPLES. 


Guaranteed all wool 
Pressed finish 


SPATS FOR MEN 
Popular Priced Lines 


FRANKLIN MANUFACTURING CO., INC. 
FRANKLIN Spat Manufacturers Since 1897 OHIO 
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X-Ray Shoe Fitter 
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PROVE was: com 


HAVE PERFECT F Ts 1 | 


inspection of 

lasting tacks, Saal 
shanks, and other defects, 
can be done better with 
our X-Ray shoe inspector. 





Shock and Ray proof. 
Sold on easy terms. 





Adrian X-Ray Mfg. Co., Milwaukee, Wis. 
al 











Minneapolis Reports 
Better Business 


MINNEAPOLIS, MINN.—Better busi- 
ness over last year was the unanimous 
report of five outstanding Minneapolis 
shoe shops; an exclusive shoe specialty 
shop, the shoe department of a specialty 
shop, two shoe shops selling shoes be- 
tween $5 and $7.50, and a national 
shoe specialty shop. None sells shoes 
under $5. Two sell shoes as high as 
$16.50. 

One of the medium priced shoe spe- 
cialty shops reported an increase of 34 
per cent over last year in spite of the 
heat wave that brought shoe business 
to a standstill for two weeks. All five 
stores reported sandals the outstanding 
style favorite. Some open toes were 
sold in all shops, but there was a much 
larger demand for less cut-out types. 
All-white led the color field in all 
stores, with white and brown or white 
and British Tan the leader in all five 
shops in shoes where two colors were 
combined. 


One of the medium-priced shoe spe- of British Tan as a color. 
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Novel Footwear Features in New 
Portland Shop 





The interior of the new Broadway Boot Shop of which Ben. Bloom is the owner. Air-conditioned 
throughout, this new shop has many other modern features which make it one of the most 
up-to-date stores in the country. 


PorRTLAND, ORE.—In the new Broad- 
way Boot Shop of which B. Bloom is 
the proprietor, are many special fea- 
tures which do not show in this photo- 
graph of the opening. It is a spacious 
corner store with its 268 square yards 
of floor space and a 34-foot frontage 
on Morrison Street. A Curtiss Day- 
light lighting system is in operation 
which uses six 1000-watt lamps. The 
store is air-conditioned upstairs and 
down, by a year ’round method of heat- 
ing in the winter and cooling in the 
summer. An even dozen floor and open 
fixture displays gives the customers 
plenty of shoes to visualize and ex- 
amine. Eight separate show windows 


are in keeping of the current trend to 
break windows up into smaller units. 
In the basement are the women’s in- 
expensive shoes and the shoe repairing 
department, while on the main floor 
such lines as Arnold’s and Jarman’s for 
men; Cousins, Pincus & Tobias, Foot 
Savers and W. B. Coon Co. for women. 

“I like a shoe store to look like a 
shoe store,’ said Mr. Bloom. “The 
‘parlor’ type is all right for the smaller 
exclusive store, perhaps, but I believe 
people like to see shoes and shoe boxes, 
together with plenty of open displays 
which show shoes. Such a kind of 
store puts people in the frame of mind 
of buying shoes and that’s our business. 





cialty shops had outstanding success 
with the white and black combination. 
They sold out to a shoe. The other 
stores reported only some demand for 
that particular color combination. 

Reports on the preferred material 
varied. ‘All agreed on a demand for 
buck, bucko, or sueded finishes. One 
smaller shoe specialty shop reported 
that kidskin led the field with buck 
fair and patent fair. Another reported 
a preference for kids in leather but a 
decided call for all kinds of linen tinted 
all colors. This shop did the tinting 
free of charge. Linen was the big 
seller in this shop. 

The only store of the five that re- 
ported a demand for colored patents 
was the higher priced shoe specialty 
shop which also reported a vogue for 
printed linens. One of the medium 
priced shoe specialty shops reported 
fabrics a failure. The national spe- 
cialty shop was emphatic in the popu- 
larity for low heels and the success 
The obser- 


vation was also made that the Minne- 
apolis acceptance of British Tan was 
the first new style trend popular in 
Minneapolis at the same time that it 
was having an early flare in the east. 





Plans Expansion of Women's 
Department 


San FRANCISCO, CALIF.—Plans are 
being made for the enlargement and 
expansion of the women’s shoe depart- 
ment of Roos Brothers, high-class 
sports apparel store, here, upon com- 
pletion of the modernizing and enlarg- 
ing program of the store now in prog- 
ress. R. J. Grossman, manager of the 
department, said that with the new and 
larger space for the shoe department 
more merchandise will be carried and 
the staff will be increased. The depart- 
ment has enjoyed a wonderful season, 
business steadily going ahead and being 
in better condition than in years, ac- 
cording to Mr. Grossman. 4 
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BOOT AND SHOE MEN! **** 


GET THE MOST FOR YOUR 
HOTEL DOLLAR IN NEW YORK 








Whether you come to New York regularly or 








rarely, for business or pleasure, you'll find that you 
get superior hotel accommodations for your hotel dollar 
here at the Lincoln, one of Gotham’s newest and 
largest hotels. Private passageway to all subways. 
Four short blocks from the new express highway. 


$950 $950 


from SINGLE from DOUBLE 
DOUBLE ROOMS WITH TWIN BEDS FROM $4.00 
Special rates for longer pertods. Send for Booklet c. 





1400 outside rooms, each with bath and shower, cabinet radio and servidor 
..-PLUS all the advantages of a 4 STAR HOTEL IN NEW YORK 





FOR BUSINESS...One FOR DINING.. FOR RECREATION... FOR Quiet SLEEP.. 

block to Broadway and air-conditioned fine res- Sixty-nine theatres with- High above the seiee 
Times Square, 3 blocks to taurants...the Coffee in six blocks. Four short clatter of the street, our 32 
Fifth Avenue and eight Shop, the Tavern Grill blockstoMadisonSquare _stories of fresh air and sun- 


and Bar, and the BLUE 
ROOM with dancing. 


Managing Direcior N q N 
Managing Director 


gh eg ad 44TH TO 45TH STREETS AT 8TH AVENUE: NEW YORK 


minutes to Wall Street. Garden for sport events. shine assure you quiet rest. 














When writing advertisers please mention Boot and Shoe Recorder 








a mate Se 

















6 Oe OO OO OF OO Te 


Riding Boots 











LARGEST FLOOR STOCK 


Knhsndel 


Omaha, Nebraska 
Exelusive Manufacturers 
Catalog on Request 
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LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men's, Women’s, Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


COLT CROMWELL Co. 
1239 Broadway 
New York City 
524 Santa Fe Bidg. 
Dallas, Texas 
wise Angels Galt 

















Florsheim to Move Atlanta Store 


ATLANTA, GA.—The Florsheim Shoe 
Company will close its Atlanta store 
at 77-A Peachtree Street on or about 
August 15, and move into what will 
be one of the largest and finest men’s 
shoe shops in the city at 41 Peachtree 
Street, it has been announced. Re- 
modeling is now under way at the new 
location, and the store, when completed, 
will be air-conditioned and equipped 
with the latest in shoe store furnish- 
ings and fixtures. C. G. Rainer is new 
manager of the Atlanta branch of the 
Florsheim Shoe Company, having been 
transferred here from the Florsheim 
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The modern front of the new Barnett's Bootery, now the headquarters of the rapidly growing 
Barnett chain, now numbering six stores. : 


Lonc BeacH, Cauir.—Barnett’s 
Bootery, which began business in a 
tiny shop here 15 years ago and now 
operates a chain of six shoe stores in 
Southern California, has moved their 
headquarters store to a fine new loca- 
tion on Pine Avenue. 

According to Manager L. W. Barnett. 
a ten-yezr lease paying approximately 
$75,000 for its full period has been 
taken on this property. The new store 


has about 4500 square feet of merchan- 
dising, display and stock room space. 

From the beginning the partnership 
consisting of L. W. Barnett and Mrs. 
L. W. Barnett, expanded the business 
and later established stores in Hunting- 
ton Park, Inglewood, Santa Ana, Pasa- 
dena and Senta Barbara. The new 
store is handling a complete line of 
shoes for men, women and children, in 
keeping with its advertised slogan of 
“the family shoe store.” 





branch store in Houston, Texas. Prior 
to that time, he was connected with 
the Florsheim Company in Birming- 
ham, Ala. 





|. Goodfellow in Europe 


AuRuURN, N. Y.—I. Goodfellow, gen- 
eral superintendent of the Shoe Form 
Company here, together with Mrs. 
Goodfellow, sailed for England on July 
15. While in Europe, Mr. Goodfellow 
will make an inspection tour of the 
manufacturing branches of the Shoe 
Form Company in France and Ger- 
many as well as in England. 

Mr. Goodfellow is a former native of 
England and is making this trip as a 
vacation combined with business for 
the company. 


Cooler Weather Speeds Sales 


RocHester, N. Y.— With cooler 
breezes over the week-end, bringing re- 
lief to the people of Rochester and vi- 
cinity, the shopping district was again 
restored to normal buying, instead of 
being almost totally deserted due to the 
excessive heat. 

Shoe purchases were brisk, many tak- 
ing advantage of the mid-Summer sales 
on all types of Summer footwear, 
while others, dealers report, were buy- 
ing their early requirements for Fall. 


Pidgeon’s are offering, for a limited 
time only, one of their featured lines 
of shoes, in all styles and colors, at 
$4.95 per pair to $5.95. This sale is 
sponsored by Mr. Pidgeon once a year. 

Van DeVenter Shoe Co., handling the 
Florsheim line, has been conducting a 
sale and their store has been crowded 
with buyers most of the week. 

Phelan’s new and modern store off 
East Avenue and in the main shopping 
district of the city, has made many 
new friends, according to Harry Phelan, 
the proprietor. 

I, Miller Stores, on East Avenue, is 
conducting a semi-annual clearance sale 
of their many styles, and Eastwood’s, 
located on East Avenue and Main 
Street, are running a special sale on 
sport footwear of all types. 





Adds Michiaan to Territory 


Detroit, Mich.—J. W. McHenry, of 
Chicago, representative of Craddock- 
Terry, in Illinois and Indiana, has add- 
ed Michigan to his territory. Mr. 
McHenry covers the Women’s Natural 
Bridge Shoe lines, while Bruce W. 
Dickman, who recently opened an office 
in the Griswold Building here, has the 
men’s lines. Mr. McHenry was in De- 
troit recently, establishing contacts in 
the territory. 
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UNITED SHOE MACHINERY oooovicns cr mony 


appropriate on many Fall 


COR PO RATION and Winter oxford models. 


They are snappy, too. 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot und Shoe Recorder 
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Appropriate oak-leaf design in 
autumn shades of orange, 
brown and tan. 





CARD HOLDERS 
Oval base—burnished gold— 


three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supplied with annual services. 
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Autumn Window Cards And Tickets 
Now In-Stock—They Will Attract 


Customers To Your Shoe Displays 





DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative seiling messages 
each month for men's, women's, children's shoes, 


women’s hosiery. store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35c each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. 


tickets available. 


Samples of in-stock 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 


WITH STORE NAME: 


MERCHANDISING AIDS 


Pouy Cup 


for Price Tickets 








Polly Clips 
for Price Tickets—Adjustable— 
Tilt at any angle. Bronze for 
dark leathers. Nickel-plated to 
avoid rust effects from white 
leather tannage. 


Wo gross ............05 $2.25 
2 RS re ha ge $4.00 
Polly Shoe Holder 


To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 


DS COWON: oi aie wee es $1.65 
oy ree aes $3.00 
Recorder Stock Record 
Tickets 


for shoe cartons. Cyclone clips 
included: 


100 tickets, $3.00—200, $5.00 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
& o o ° o 

















(Cross out 


We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


SPECIAL: 


Combination of one gross Polly 
Clips and one Fn Arrows, only 


peewee cece meme ces oe bee ereeeseonsoe 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted; or, duplicate stock cards for your 
other window—gratis. 
EXCHANGE OF CARDS: Annual card service subscribers may exchange any 


cards received fer others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. . 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 





CARD 


SHOW 
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We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


lines not carried.) 


. 


For 
for 





MONTHLY HOLDERS Tickets 





subscribers 


$5.00 6 100 


ANNUAL 


additional 








4.00 4 100 





per month. 





$ . per year, payable 
card holders. 


foreign 


month 
each month’s service deliv- 








For this service we will pay 
service, 5% discount. Checks 
must be drawn on U. S. 
banks, or include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
ered, and agree to return the 


cash in advance, full year’s 
from 


per 

















FOR 











MERCHANTS SERVICE DEPARTMENT 


. 1 FOR ITSELF + IN HAN ) 
1(AY” INCREASED BUSINESS BOOT & SHOE 
7) CCOVALY 


/Miil (oupfor VE 209 S:STATE ST: CHICAGO-ILL: 


AS Ap 345 




















AUGUST, 

-+» consisting of 

- card holders (with 

the first month’s service), 
. IMPRINTED 


TICKETS, at 35¢ per fifty, 











additional. 
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for Card Service 
blank tickets each month, 








i@ “B”: Blue bar with 
“S$”: Brewn, or “M” Rust pennant, “G”’: White board, oume om anes on 
and yellow — go Goldenrod yellow range and tan de- silver board. 

on tan mottled stripes on cream “A”: Same design 
board. background. sign. white board= 


brown bar—orange 
sunburst. 


Sizec 1/2" « 2%°—Prices on opposite page. 


Please enter our order for the 
Recorder “Selling Messages,”’ 


beginning with 
continuing monthly for one 


year, 
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SALESMEN WANTED 





LINE WANTED 


FOR RENT 








Make one Money ene Our 
Slippers in 
New York State, Fonneyivanic, Ohio, Illinois, 
Wisconsin, Missouri and Arkansas. 
Straight Commission 
THE GEO. N. COHEN CO. 


Slippers always at less 
81 Reade St. New York City 











W ANTED—Experienced salesmen to handle on 
commission line of Women’s Arch Shoes 
retailing $4.00 and $5.00. Fifty patterns car- 
ried in stock. Factory proposition, give refer- 
ences. Territory open—tLllinois including Chi- 
cago, Georgia and Florida. Address E-853, care 
Boot & Shoe “oom, 239 West 39th Street, 
New York, N. 


SALESMEN calling on shoe trade to handle 
fast selling and useful shoe novelty accessory. 
Liberal commission. Samples can be carried in 
vest pocket. Send references and territory in 
first letter. Address E-855, care Boot & Shoe 
i 239 West 39th Street, New York. 








A NEW YORK wholesaler has the following ter- 
ritory open for successful salesmen only: New 
York State, New Jersey, Pennsylvania, Carolinas 
and Connecticut. Give full experience in first 
letter. Address E-865, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


IDE LINE SALESMAN for Long Island, 

Westchester and New Jersey. Men’s dress, 
work shoes, slippers, rubbers. Address E-863. 
care Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y 


XPERIENCED-SALESMAN with a follow- 

ing in Northwest and San Francisco, to 
sell women’s Novelty Line of Turns and Sbicca. 
Retailing at $5.00 and $6.50—Commission Basis. 
Give Experience and Reference. Address E-871, 
care Boot & Shoe Recorder, 209 South State St.. 
Chicago, Ill. 














WANTED: Salesman with following to hand'e 
well known line of shoe ornaments and find- 
ings. Several choice territories available. Give 
full details. Address E-872,. care Boot & Shoe 
— 239 West 39th Street, New York, 





HELP WANTED 


Y OUNG lady who knows how to fit Children’s 
shoes and who can do bookkeeping in a retail 
shoe store in the New York area. Address 
E-862, care Boot & Shoe Recorder, 239 West 
39th Street. New York, N. Y. 











FOR SALE 





LD ESTABLISHED BUSINESS in town of 
5500 population, Western Ohio. Address 
Newcomb & Zimpfer, Wapakoneta, Ohio. 


CAN use short side line in connection with pres- 
ent high-grade, well-established line, for New 
York State, outside Metropolitan area. Have 
been selling the best accounts for over 10 years. 
Present selling season is short and can work in 
good side line to mutual advantage. Travel by 
car and am centrally located. Best of references. 
Address E-864, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 
W ANTED—Live Line Ladies’ ‘Novelty Shoes 
South East Territory. Retail from $1 to 
$2.95. Best of reference. Address E-868, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 














POSITION WANTED 





MANAGER. BUYER, SALESMAN for popu- 
lar-price shoes. Willine to go anywhere. 
Address E-867, care Boot & Shoe pacerter, 239 
West 39th Street, New York. 


HOE FITTING ROOM FOREMAN. 18 

years’ experience. Best references. Address 
E-866. care Boot & Shoe Recorder, 239 West 
39.h Street. New York, N. Y. 


FOR RENT—Space for a shoe department ina 
women’s wear store located in a mining town 
in Montana. Address E-869, care Boot & Shoe 
a ama 239 West 39th Street, New York, 


N 





BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Baj, 
Boston, Mass. 











WANTED TO PURCHASE 


W ANTED TO BUY— From, one dozen to one 
hundred pairs lot: Nunn B«sh or -ny grade 
high shoes. Any style. Address E-870. care 
Boot & Shee Recorder, 239 West 39th Street, 





~ New York. 





WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such a» 
Walk-Over, Florsheim, BEnna-Jettick, Vital. 
rch eserver, Queen lity 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 
IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








CASH FOR BRANDED SHOES 
Men's, Women'’s—Factory or Retail 
Wanted: Red Cross Florsheim, | Preserver. 

fontan, Walk-iner. te 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 518! 








Buyers of Surplus Stocks 
trom’ meaviartorers. Sehbers er restos. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 


Phone WOrth 2-5377 and 5378 














MERCHANTS’ NEEDS 























DISPLAY 
FIXTURES 























This ultra-modern Dis- 
play Fixture in extensible 
sizes—12” to 24” and 18” 
to 36”. Genuine Triple 
Chromium plated with 
choice of Ebony, Walnut 
or Maple trim. Tilting 
top holds a pair of men’s 
or women’s shoes. Truly 
a remarkable “buy”. 

For a limited time only 


$18.00 fdzen 
ORDER NOW 





































SEGALL & SONS 


923 ARCH ST. PHILADELPHIA 

















address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 


iS Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seq 


In all other cases each word of the 
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MERCHANTS’ NEEDS 








Dr. Pyles Foot Oscillator 


‘rhe Most Remarkable Contribution to shoe retai“ng ir 
recent years. Tuke your store out of the ordinary class 
install a g Pyles Foot Oscillator, and watch yout 
sales ‘“‘Jum 0 your customer ‘‘instant” 


ead.” gs ti 
foot relief. P Miakes fitting easier and quicker. Now 


use by 1eeGias shoe 
and copartmen stores 
throughout the pa , 














Can be operated bi by Fay e gest with simplicity 
operating costs 
New ue en dene 


Write today for Free Trial. 


VIPEDEX SALES CO. 
6936 Marconi Street, Huntington Park, Calif. 











Miss Butler Given's Ad Manager 


BuFFALO, N. Y.—Miss Dorothy But- 
ler has been appointed advertising and 
sales promotion manager for Given’s, 
Inc., women’s and misses’ shoe retail- 
ers. it was announced by Isaac S. 
Given, president. She formerly was 
with the advertising departments of 
E. W. Edwards & Son and the Wm. 
Hengerer Co., and also with the ad- 
vertising agency of Addison Vars, Inc. 


Direct Mail Idea Clicks 


BUFFALO, N. Y.—When the Van De- 
venter Shoe Co., Inc., at 382 Main 
Street, wanted to inform customers of 
its season-end sale of summer shoes 
at $7.65 and $8.65, J. Fred Van De- 
venter, president of the company, 
mailed out his business card, on the 
front of which was printed in facsimile 
handwriting, “The sale is on. Most 
styles, $7.65—some styles $8.65.” On 
the reverse side of the card, it said, 
“For a short time only, every style in 
stock is liberally and legitimately re- 
duced. The quality remains the same 
—nothing is changed but the price. Pay 
us a visit.” 

The card was mailed out in a mini- 
ature envelope under a 14-cent stamp 
and Mr. Van Deventer reports it 
clicked from the very start. 


Sidney Diem Sole Owner 
of Senate Boot Shop 


Detroit, MicH.—Nathan Zager, who 
was a partner in the Senate Boot Shop, 
west side shop at 64386 Michigan Ave- 
nue, has withdrawn from the business, 
leaving Sidney Diem as sole owner of 
the company. Sidney Diem is a nephew 
of Maurice Diem, one of the best known 
shoe men in Detroit. Commenting on 
his merchandising policies, Mr. Diem 
said: 


1936 


“If the neighborhood store would go 
in for stocking and displaying styles, 
people will come in to buy them. For 
instance, whites have been selling big 
lately, out in the neighborhood store, 
the same as in the downtown stores, 
and just because most shoe men real- 
ize that this fashion at least can be 
properly stocked. 

“The idea can well be extended, until 
the neighborhood store carries a proper 
selection in sizes of the shoe styles of 
the season. There is no reason why the 
small store should pass all this busi- 
ness up. 

“For Fall, we will stress suedes in 
this section. Suedes, both in straight 
numbers, and more importantly in com- 
binations, will be our important sellers, 
I believe.” 


Army Shoe Bids Awarded 


Boston, Mass.—The Boston Quar- 
termaster Depot has awarded to the 
Joseph M. Herman Shoe Co., of this 
city, a contract to make for the regular 
army 81,696 pairs of garrison shoes at 
$2.97 a pair. Bids on this lot of shoes 
ranged from the price at which the 
contract was awarded to $3.05. Bids 
also were opened for cloth arctic over- 
shoes with the following awards being 
made: 

Endicott Johnson Corporation of 
Endicott, N. Y., 2700 pairs at $1.91; 
Hood Rubber Company, Watertown, 
Mass., 15,000 pairs at $1.93; and 
United States Rubber Products, of 
Naugatuck, Conn., 30,400 pairs at 
$1.975. The Servus Rubber Company 
of Rock Island, Ill., is to make 1250 
pairs of hip rubber boots at a price per 
pair of $3.18. 

The total amount of business placed, 
including shoes, overshoes and rubber 
boots amounts to approximately $340,- 
000.00. 


Trading Up Policy Aids 
Shoe Department 


PROVIDENCE, R. I.— An established 
policy of trading up each season has 
materially helped the shoe department 
of the Shepard Stores of this city, 
serving to increase net profits and add 
to the prestige of the department, ac- 
cording to William R. Briggs, depart- 
ment manager. 

This policy, put into practice at the 
buying period of each season, requires 
some grading up, even though it does 
not represent a sharp rise. Over a 
period of two or three years this grad- 
ing up shows actual progress. 

Whereas two or three years ago, the 
top price of shoes in the main women’s 
shoe department was $8.50, this has 
now become one of their big selling 
lines and the top price has been stepped 
up to $10.50, with a few at $12.50. The 
low price of shoes in this department 
is now $5.95, which represents further 
grading up. 

This grading up, according to Mr. 
Briggs, has increased acceptance of 
the department and its stock. 
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MERCHANTS’ NEEDS 














There’s a Proven 
Way to Prevent 
“LOST SALES” 


Give your cus- 
tomers—even the 

“hard - to - fit” — 

shoes that fit per- 

fectly and comfortably 
and you’ve made not 
only sales but permanent 
customers. It can be 
done by making shoes 
conform to the foot... 
scientifically and _satis- 
factorily . . . with the 
DUNDE DE. 

VICES. They’re 
inexpensive 

and simple to 

nse, 


Write for 
complete de- 
tails, NOW 
- . or ta ke 
advantage of this 
SPECIAL COMBINATION OFFER 
Machine and Hand Iron Complete 


$35.00 
F.0.B. New York City 


Machine alone... 
Hand Iron alone 


13 East 37th St., New York, N. Y. 

















Will Knight Director of Ad Club 


PORTLAND, ORE.—Will A. Knight, one 
of the leading shoe retailers of this 
city, who has ever been a staunch up- 
holder of good advertising tenets, has 
been selected as a director of the Port- 
land Ad Club to serve with the new 
board of officers inducted into office late 


this July. 


Hunter Store Moved 


MERIDEN, CONN.—Hunter’s Shoe Out- 
let, featuring full lines of shoes for 
men, women and children, has moved 
its store from 32 West Main Street to 
new quarters at 49 West Main Street. 
The color scheme of the store front is 
a striking combination of black and 
Mandarin red. 





Manning-Armstrong 
Air-Conditioned 


HARTFORD, CONN.—A complete Sum- 
mer and Winter air conditioning sys- 
tem has been installed in the Manning- 
Armstrong Shoe Store, 97 Pratts 
Street. The system, which is of Frigid- 
aire manufacture, provides for filter- 
ing, humidifying or dehumidifying, and 
cooling or heating, with a complete 
change of air every eight minutes. 
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DATES TO REMEMBER 
Labor Day...........Monday, Sept. 7, 1936 
Official Leather Opening, Tanners Council 
of America, and National Shoe Retail- 
ers Association Style Conference for 
Spring, 1937, Waldorf-Astoria Hotel, 
Sept. 14, 15, 1936 
Hebrew New Year... Thursday, Sept. 17, 1936 
New York State Shoe Retailers Associa- 
tion 18th Annual Convention, Hotel 
Seneca, Rochester, N. Y., 
Sept. 27, 28, 29, 1936 
Columbus Day........ Monday, Oct. 12, 1936 
Election Day.......... Tuesday, Nov. 3, 1936 
Spring Style Showing, Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 
Nov. 5, 6, 7, 1936 


Thanksgiving Day . .. . Thursday, Nov. 26, 1936 





Specialty Company 
Begins Operations 


LAcontiA, N. H.—The Parco Specialty 
Company, which has been in process of 
moving from Lynn, Mass., for the past 
several weeks has started operations 
with 10 employees turning out the com- 
pany’s main products of adhesive tape 
used in manufacturing processes on 
shoes and binding for the top of wo- 
men’s shoes. 

It was said at the factory that while 
there are at present a large number 
of plumbers, steamfitters and carpen- 
ters employed in the factory building 
aiding in the installation of machines 
and the refitting of the factory, their 
work is expected to be completed 


shortly and the manufacturing opera- 


tions stepped up rapidly. 

Products of the mill are shipped ex- 
tensively over the country, especially 
to Wisconsin, Minnesota, New York, 
Pennsylvania, Maryland, Missouri and 
California. 

Head of the new company, which is 
occupying what was formerly the Pit- 
man hosiery mill, is Horace Eaton, 
founder of the concern, who is to make 
his home here permanently. 


Quality Sales Noted 


in Bonus Spending 


ATLANTA, GA—‘“All God’s chillun 
got shoes”... or at least, all of God’s 
colored children who were fortunate 
enough to secure a share in the bonus 
money, apparently got shoes. And 
good ones, too. Local shoe stores and 
departments report that in the two 
weeks following the receipt of the 
bonus bonds, more colored people pur- 
chased shoes than in any similar period 
of their existence. The better the 
store, the more shoes they sold. The 
explanation is that negroes do much 
more walking than the “white folks.” 
Furthermore, they have been sold so 
many cheap and worthless shoes that 
when they got a little money, one of 
the first things the average negro did 
was rush into a first-class shop and 
purchase a pair of shoes worth $7.50, 
$10.00 or $12.50. At least, shoe stores 
got their share of the bonus money 
from the colored veterans. 
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A Buying Gide 


BOOTS AND SHOES 


CAMBRIDGE RUBBER CO., Cambridge, Mass............0 2. cece cece eeeecee Back Cover 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass.............00. 20. ccc cece ee eens 54 
COLT-CROMWELL CO... New York City... 0c ccc ccc ced peeve css cetbeveuaee ce 58 
CONNELL, J. M., SHOE CO., S. Braintree, Mass............0 ccc ccc cece et ee ners 58 
DANIEL GREEN COMPANY, Dolgeville, N. Y............ 00. ccc cece eee ee eee 2nd Cover 
GLAD, © S Sittie Gee Roenasters Ne Vik. occ ec ck coe ckuwc egies teceuccecvaus 52 
ENDICOTT-JOHNSON CORP., Endicott, N. Y......... ccc cece cece cece ec eeeeeevece 4,5 
FREEMAN SHOE CORP., Beloit, Wis.. 0.0.0.0... ccc ccc cee cee cence eee eneeees 10 
SUV EPUTE Re Sere ts St. Louis, Mos... 6c ccc cise e ccc ee veces bpeerty 49 
Ritmreennes meer Wo, Comane, Neb... ee ces cece ccc tcncccccwenes 58 
OP IE DG, PAMIOOIETY, OND) n. bc os o's 8 vic ons oe occ cco rn tie Fpmu'e ev wbacceeywuees « 52 
a: MR OE, UNROA, WTS. oo. ace 5 0 coc cccece cs sna piewid'aree cowie aeeeecumamiers 54 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass........... 00.000 ceeeceee cece: 54 
NUNN, BUSH SHOE CO., Milwaukee, Wis... 0... 0.00... cee cece eee cee eee 3rd Cover 
ROBERTS, JOHNSON & RAND, St. Louis, Mo........ 0.0... ccc cece cece eee ce ees 39 
ROHN SHOE MFG. CO., Milwaukee, Wis... 6... cc ec cee cee cee tenons 55 
Sue Part TVG, .1NG., Hoboken, No Joo. coe eed ct clgee otc eects ale @ 37 
UNITED STATES RUBBER PRODUCTS, INC., New York City.................. Front Cover 
VAUGHAN-TOWLE CO., Wakefield, Mass................ ccc cece cece eee eeeeuee 52 
WALTHER LOEWENDAHL INDUSTRIES INC., Los Angeles, Cal.................0.. 3 
WOHL SHOE COMPANY, St. Louis, Mo... 5c ccc ccc dete ecwcceveeweetecen 24, 25 


LEATHER AND OTHER MATERIALS 


ALLIED KID—Standard Div., Boston, Mass...........00. ccc cece cece cece eeeeeeenacs 1 
AMERICAN HIDE & LEATHER CO., Boston, Mass....... 0.0.0... cue ceeceeececees 31 
BARBOUR WELTING CO., Brockton, Mass....... 0.00.00 cc cee cece ceseeesee. 42, 44, 51 
COLONIAL TANNING CO., Boston, Mass.. 0.0.0... 0.0.00 ccc cece cee cece eecsees 6 
CREESE & COOK COMPANY, Boston, Mass.............. ccc cececececeeececsese 33 
ENGLAND WALTON CO., Boston, Mass............. 00. cece ccc cece e cette ee eees 47 
Dee eareere ms, moun. Gamden, Ni J... .. 2. an Vicewb ela A iain 2 
GOODYEAR TIRE & RUBBER CO., Akron, O.........00 000 c ccc ccc cece eee e ues 23 
LAWRENCE, A. C., LEATHER CO., Peabody, Mass................ cece ceeeeueees 46 
MITCHELL & PIERSON, INC., Philadelphia, Pa.... 2.0.0... 0... cc cece ccc e eee eee ees 29 
Se RIE A ORI Cc cece ntsc cacteansees cbcveeeescetede ded 8 
HOSIERY 
SCHUYLER VALERY MILLS, Spring City, Pe: oc. isc sics so sien gcs ceed Uvwda swans 41 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


UNITED LAST COMPANY, Boston, Mass.......... cc. cccctecccccececucvceecesees 34, 35 
UNITED SHOE MACHINERY CORP., Boston, Mass............0..ccccececevecvacs 50, 59 


STORE EQUIPMENT AND ACCESSORIES 


ADRIAN X-RAY SHOE FITTER, INC., Milwaukee, Wis........... 0... 0c ccc cee eee eee 56 
DUNDE RESHAPING DEVICE, New York City...........00.0 0. ccc ecu c cc ceceeeeees 63 
FRANKLIN MANUFACTURING CO., INC., Franklin, O.... 20.00.0000... ccc cece eee 56 
SECURITY SHOE FINDINGS MFG. CO., Chicago, Ill....... 0.0... ccc ee eee eee eee 52 
Sk te ER, FPMOOIDING, Pa... iii ooo eee ce ba ce ces wvevabeveces 62 
ND: Maen BOW iss cuss enaiah ccs eadigase ce diccdvacsesended « 40 
ee ey FOG PROG CO. 05:5 «io Karena boinc 6 WER ES Nb neo Uic GN ed Be Oe oe 63 
WIZARD GOMPANY, St; Louis) Moi ii ei ec cg cee the Gee won cet 53 
MISCELLANEOUS 
AMERICAN WEEKLY, New York City... 2.0.0... 0. ccc cee ccc cece cee e eee eeneweges 7 
BARIS SHOE COMPANY, New York City. ......... 0.0 cece cece cece ee ee ewes eeeeees 62 
OTE LIIGCOEN, Now York: Cityiics cic cc ckcccn end cele sn cesenses levee dieses. ‘57 
nn I, MO ORO SE es Ss vs. cy so Maple ob eee Eb peda hoes eeu ae duae 62 
KIRSCH-BLACHER CO., INC., New York City. ....... 00. ce ccc cee c ee ee ccc eeeuee 62 
MARBRIDGE BUILDING, New York City... 0.0.0.0... cc ccc cece cee dene eeeeerees 55 
REPUBLIC BUILDING, Chicago, Mlk... i. ce ive las de cece teaeteecbegon 3 


STEPHENSON LABORATORY, Boston, Mass............0 0 ccc cee cece ee rene ee eens 62 
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HIS season Vitality has added to its Children’s set-up 


a line of Vitapoise Feature Shoes constructed from first 
quality materials (all leather), smartly styled over new 
lasts with corrective characteristics. 

The lasts develop a pitch within the shoe to increase 
the outside elevation of the special heel wedge thereby 
providing support and proper alignment. 

Alert dealers know that there is a constantly widening 
field for Children’s shoes with the right corrective fea- 
ture to give support to the growing foot during the form- 
ative period. 

Vitapoise Feature Shoes offer a real opportunity for 
plus sales and a carefully chosen range of patterns is 
available in complete widths and sizes. 

Vitapoise Feature Shoes are priced slightly higher than 
the regular Children’s line, and are suggested to retail 
at from $3.00 to $5.50, priced according to size. 
VITALITY SHOE COMPANY .- ST. LOUIS, MISSOURI 


Branch of International Shoe Company 


* \/| ITY 


.., CHILDREN’S BoYs’ WOMEN’S MEN'S ’ 
, Canpine widths AtoE AAAAA to EEE AAA to G 
j $2.95 to $5 Sizes 1 to6 Sizes 2 to 11 Sizes 4 to 14 
Priced according to size $4 and $4.50 $6.75, a few styles $6.00 $5.50, $6, $6.75 


VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN $5.00 ' 
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THESE TWO NON-FADE GRAYS ARE 


BIG VOLUME COLORS 


Gray ... perennial stand-by of shoe manufacturers... is given new life and sparkle 












this year by Colonial. 249 and 339 Grays ... bright and lustrous... non-fading... 
are developing into exceptionally popu- 
lar colors, and, according to the fashion 
magazines, will stay on Page 1 of style 
news until late Fall. Naturally these 


two grays, like all Colonial Colors, re- 





tain their mirror-like finish as long as 


the shoe is worn. . . Colonial Tanning 





Company, Boston, Massachusetts. 
Shoe by GAROFALO BROS. in Colonial Patent 


COL LIAL 


MERIT HAS MADE IT THE WORLD’S LARGEST SELLING PATENT LEATHER 
When writing advertisers please mention Boot and Shoe Recorder : 












sn sanrenpemsnin iinet onsale ve 
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but Spaulding Counters give her Happy Heels 


On her feet all day long, Miss Houghton makes Counters. The flexibility of long-fibre hemp and 
certain that her shoes fit and support her cor- flax, from which these counters are moulded, 
rectly. She prefers shoes made with Spaulding assures a good, comfortable fit. Spaulding Coun- 

ters hold their shape, too. Their dense fibre is 


resilient and strong enough to spring them back 
to their original form after each step. They keep 
backseams straight, and quarter and vamp trim 
for the entire life of the shoes. For these reasons, 
she, and all people, prefer shoes made with 


Spaulding Counters. 


PAULDING 


Counters 


“nade tm North Rochester, N. H. 





NO OTHER PART OF THE SHOE MEANS $O MUCH... AND COSTS $O LITTLE 
When writing advertisers please mention Boot and Shoe Recorder 











RE REE ee reromey one 


































“THE CEMPRO 


























5280—Black Subuck and Patent Oxford, Cempro 
Welt, 8/8 Leather Heel. Sizes 12%/38...... $1.20 


5280'2—Same in Child’s, 5/8 Heel. Sizes 54/13, 

5281—Brown Subuck and Patent, 8/8 Leather Heel. 
HBOS BTTBID occvccncccccsccsccccescesccose $1.20 
5281'/2—Same in Child’s. Sizes 8%/12.....- $1.10 


3434—Same in omy in Suet. 10/8 Heel. Sizes 
BY/B rccccccvccccccccsccccecccccescseceses $1.40 


3435—Same in ‘hi, 0/8 heel. Sizes 4% 


3426—Black Suede and Patent ite step, 1ofs 
Leather Heel. Sizes 346/8.........+-000+++-$1.35 


3427—Same in Gun Metal and Patent. 


fay Suede and ae Side Strap, 8/8 Heel 
in Misses’, Sizes 1246/8........seeeeeeeess $1.15 


5272—Same in Gun Metal and Patent. 


3404—Bleck Side Oxford, 10/8 Leather Heel. 
Sines BAG/B. ccccccccccccecevccesccsscesess 1.35 


3406—Same in Brown Side. 


5248—Black Side Oxford, 8/8 Heel in Migee 
Sizes 124G/B. .ccecesecccccvccsecesccsecees $1.15 


5250—Same in Brown Side. 


3438—Gun Metal Oxford, Cempro Welt, 10/8 
Leather Heel. Sizes 3446/8 .......-+-se00+- $1.40 


3440—Same in Brown Side. 


5284—Gun Metal Oxford in Misses’, 8/8 Heel. 
Bites LBW/B on ccccccccccceccesscccccsece $1.20 


5286—Same in Brown Side with 8/8 Heel. 









Serene eeeereeseaeeeeeees eeeee 


ee pone Oxford, 10/8 Leather 1. 
Sizes 2144/8. 3s 


3413—Same in Sein Side. 
5256—Black Side Oxford, 8/8 Heel. Sizes 16/7}, 


5258—Same in Brown Side. 


$424—Brown Suede Side Strap, 10/8 Leather Heel. 
Sines 24/8. ccccccccccccsscccccvceees ooo ee $8.35 


3425—Same in Black Suede. 


52698—Brown Suede Side St: with 8/8 
ere oe ae 


Child’s with 5/8 Heel. Sizes 
+s rau palette eo oe: 28 


Suede Side Strap with 8/8 
ae ee ee ee re 


Sizes 1 
ok ews in Child’s with 5/8 Heel, 
8% Cacsbseebsedodencarccvcivesiss «$1.05 









SORORITY GREETS MISS JUNIOR 


ACK to Latin and math with swank galore! Betty 
Co-ed will pass her fashion exams with flying 
colors ... wearing these new E-J Cempro shoes. 





Become a professor of style economics. Sponsor 
these fall classics. They're new, they're profitable! 
You won't have to deliver a lecture to sell these high- 
fashion girls Cempro shoes. Your most backward 
pupil-customer will quickly want and wear them. 


They're all in-stock. Order your supply now. Because 
they're going back to the campus, and they're going 
back in style ... in E-J style! 


5288—Gun Metal Front Strap 
12% /8. 


528632—Same in Child’s with 5/8 Heel. Sizes 4s Bs 


3437—Same in Girls’ with 10/8 Heel. Sizes 2%/8...$1.35 
5253—Black Subuck Pump, 8/8 Leather Heel. Sizes 136/k; 


5253'2—Same in Child’s, 5/8 Heel. Sizes 8%/12..$1.05 
5254—Same in Brown Subuck with 8/8 Heel. Sizes 134/8, 


52542—Same in Child’s. Sizes 8%4/12.........++ $1.05 
3408—Black Subuck Pump, 8/8 Leather Heel. Sizes Wier 
3408—Same in Brown Subuck with 10/8 Heel. 

















































BOSTON, 
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WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL . . . 


Experienced manufacturers and retailers 
know the importance of strength and rigid- 
ity in shank construction and wood heel 
attaching. 


Based upon sound shoemaking principles, 
Unishank and GS Wood Heel Screw 
Attaching combine to promote security to 
the finished shoe. These thoroughly tested 
methods add strength, increased durability, 
and comfort to the shoe throughout its life. 


UNITED SHOE MACHINERY CORPORATION 


MASSACHUSETTS 








When writing advertisers please mention Root and Shoe Recorder 
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DON’T RISK your business 








6 DECKS... 
AND NO BOTTOM 


Remember the fabled ship 
“Nancy Belle”? On the 
shore where she was being 
built, she towered six decks 
high! Prospective buyers came 
from near and far. Gazing fas- 
cinated, they bid higher and 
higher. The selling price set 
an all-time record. But when 
the Nancy Belle was launched 
she promptly sank. She had 
no bottom. 


with “Nancy Belle’ Shoes 


S” decks and no bottom! Many shoes are like 
that. Their surface veneer fools even the 
experienced. 

Between good quality and poor quality in 
shoes you have but two sure ways to judge: One 
way is to try them out on your customers. And 
woe to you if they don’t fit or if they lose their 
shape or wear out too quickly! 






i 






WALK: OVER quality 


never sacrificed! i 


When writing advertisers please mention Boot and Shoe Recorder 


The other way is to buy from a maker whose 
reputation for honest quality is unquestioned. 


You can trust Walk-Overs. They stand up in 
daily service. They are as comfortable as old 
shoes even when still new, yet hold their shape 
like new shoes when old. Walk-Over built-in 
quality builds repeat business. Geo. E. Keith 
Company, Campello, Brockton, Massachusetts. 
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With this Arch Fitter Dr. Scboll’s 
Corrective Foot 


ks firmly cements le 
rae pniny sd so A nominal investment pro- 
vides a sufficient stock of 
supports and an Arch Fit- 
ter for their adjustments. 














Dr. Scholl’s Arch Supports 
will increase the traffic in your 
store and BUILD BIGGER VOLUME 


Easing afallen arch and balting its fur 
ther drop with a Dr. Scholl appliance 





Who are your best customers? They’re not the casuals... not the ones 
who buy once and never come back. Raising the appliance a trifle after a 

They’re the regulars . . . the friendly ones who visit your store again Sow eacehe as condition of fost tniprovee 
and again . . . full of gratitude for the real service you’ve shown them. 

You can turn casual shoppers into regular customers: 

Here’s how: 

Seven out of ten people who buy shoes... are suffering from some 
form of foot trouble. Most of these people imagine their trouble can be 
corrected with some type of corrective shoe. And they shop around, 
hoping for permanent relief. appliance sl still bigher as 

But corrective shoes don’t even begin to remedy arch troubles. Because “ondhien eee yrerere 
shoes cannot be properly adjusted to follow the improvement of the 
arch. Only a scientific appliance can do that. Dr. Scholl’s method of foot 
correction permits progressive adjustment of the appliance . . . to fit the 
arch in its successive stages of improvement. 

Thus... your customers must come back, again and again, for adjust- 
ment of the appliance. 

The service you provide with Dr. Scholl’s Corrective Foot Appliances Arch fully restored to its normal con- 
increases traffic through your store ... builds good will . . . spreads your Spee enn a aipmone 


reputation as a store which gives expert and efficient aid to foot sufferers. 


D© Scholls Arch Supports 


THE SCHOLL MFG. CO., Inc. 
Makers of Dr. Scholl’s Foot Comfort Appliances and Remedies 


213 West Schiller Street, Chicago, Ill. 
62 West 14th Street, New York 112 Adelaide Street, East, Toronto 190 St. John Street, London, E.C.1 

















When writing advertisers please mention Boot and Shoe Recorder 





